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ABSTRACT 
 The purposes of this study were (1) to develop a scale of problems in finding a good fit 
and (2) to explore the role of fit information in online consumer reviews (OCR) in the consumer 
decision-making process. In Study 1, three steps were involved in developing the scale. For Step 
1, twenty items were generated based on the findings of Shin’s (2013) thesis. In Step 2, the 
preliminary testing of reliability and validity was performed using data collected from male and 
female participants in the US, and 14 items were retained. Reliability and validity (convergent 
and discriminant) were confirmed. In Step 3, the final version of the scale containing 15 items 
(i.e., four physical, six aesthetic, and five functional dimensions) was verified among female 
consumers in the US through reliability as well as convergent, discriminant, and nomological 
validity. 
 In Study 2, a one-factor (fit review valence: negative vs. positive) within-subject design 
was used to examine the role of fit information in OCR in consumer purchase decisions. A mock 
apparel shopping website was developed through the stimulus development process. Multilevel 
analysis for Phase 1 and structural equation modeling for Phase 2 were conducted. In Phase 1, 
the results showed that the positive fit review was more influential on review credibility, review 
evoked confidence in purchase, and attitude toward the review than the negative fit review, 
supporting positivity effect/bias. The moderating effects of individual characteristics revealed 
that responses to the valenced fit review were more influential for individuals with more 
functional fit problems, lower weight satisfaction, and higher reflected body esteem, supporting 
selective perception in an innovation decision model and confirmation bias.  
 In Phase 2, the results revealed that review credibility was positively related to site 
credibility and overall confidence in purchase. Review evoked confidence in purchase was 
xii 
 
 
positively associated with overall confidence in purchase. However, the relationships among 
attitude toward the review, site credibility, and overall confidence in purchase were not 
significant. Site credibility and overall confidence in purchase were positively related to attitude 
toward the retailer, which consequently had a positive impact on future purchase intentions.  
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CHAPTER I. INTRODUCTION 
An important source of product information today is online consumer reviews (OCR) 
(Chatterjee, 2001; Chen & Xie, 2008). OCR are considered a form of electronic word-of-mouth 
(eWOM). eWOM is defined as “any positive or negative verbal statement made by potential, 
actual, or former customers of a product or company, which is made available to a multitude of 
people and institutions via the Internet” (Hennig-Thurau, Gwinner, Walsh, & Gremler, 2004, p. 
39). Often referred to as eWOM in previous studies, OCR has a significant influence on other 
consumers’ product evaluations and purchase behavior (e.g., Chevalier & Mayzlin, 2006; Doh & 
Hwang, 2009; Lee, Park, & Han, 2008; Sen & Lerman, 2007). Approximately 70% of Americans 
report that they read OCR and ratings before making a purchase decisions (Ante, 2009). Such 
consumer-provided information is increasingly important because it is perceived as more 
credible (Bickart & Schindler, 2001; Chatterjee, 2001; Park, Lee, & Han, 2007),  more 
influential on consumers’ choices (Huang & Chen, 2006), and more helpful in reducing 
consumers’ perceived uncertainty (Hu, Liu, & Zhang, 2008; Weathers, Sharma, & Wood, 2007) 
than is marketer-provided information. 
Many researchers have focused on the effect of seller-provided product information on 
the consumer purchase decision. For example, a study by Kim and Lennon (2010) found that 
consumers who were exposed to a higher amount of verbal information perceived less risk and 
experienced greater satisfaction than those exposed to a lesser amount. Similarly, Kim and 
Lennon (2008) noted the importance of detailed seller-provided product descriptions in the 
online shopping context because the amount of verbal product information affected consumers’ 
attitudes and purchase intentions toward the apparel product.  
Verbal information generated by consumers is distinct in several ways from seller-
  
2 
generated information. Chen and Xie (2008) noted that online consumer-generated text consists 
of subjective product evaluations from the consumer’s perspective, while seller-generated 
content contains objective and product-oriented information tailored for general consumers. In 
addition, seller-generated information usually includes only positive and/or neutral information 
about the product while consumer-generated information in OCR contains evaluations of both 
positive and negative aspects of a product (Park et al., 2007).  
Experiential information (e.g., fit, touch) plays a crucial role in apparel product choice in 
an online context (Kim & Damhorst, 2010) because consumers must delay their experience of 
physically touching and trying on an apparel product until the garment arrives at their home. 
Concerns on the part of e-tailers occur because the absence of tactile experience is a major 
impediment to consumer shopping online (Ha & Lennon, 2010; Kim & Lennon, 2008). To 
satisfy consumers’ information needs, some retailers present a vast amount of apparel product 
information on their websites (Ballantine, 2005; Kim, Kim, & Lennon, 2009). More recently, 
apparel e-tailors have been experimenting with new technologies (e.g., 3D virtual try-on) in an 
effort to provide a quasi-try-on experience (Shin & Baytar, 2014). Although consumers want 
(and e-tailers are providing) more sensory-oriented and tactile descriptions of a product (Park & 
Stoel, 2005), it is still difficult to fully satisfy the need for experiential information in an online 
context.  
Verbal Fit Information in Online Consumer Reviews and the Decision Making Process 
Although no study to date has examined the role of OCR fit information in consumer 
purchase decision making, researchers have recently investigated the influence of verbal fit 
information in OCR for rented formalwear on consumer’s satisfaction. Shin & McKinney (2014) 
found that fit was an important evaluative criterion for rental clothing that was positively related 
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to the customer’s self-reported level of satisfaction with the product (Shin & McKinney, 2014). 
Although fit information served as an important evaluative criterion for rental clothing and was 
positively related to the customer’s self-reported level of satisfaction with the product, the data 
did not provide further evidence to suggest how fit information in OCR affects the purchase 
decision process of other consumers, despite the demonstrated importance of OCR fit 
information in product evaluations (Shin & McKinney, 2014). Thus, there is a gap in knowledge 
about the role of fit information in purchase decisions, which this study attempts to fill -- the 
effect of fit information in OCR on consumer purchase decisions in the online apparel shopping 
context. 
Valence of fit information in OCR and the decision making process 
  The current study explored how the valence of verbal fit information in OCR affects 
consumers’ responses. Valence of verbal fit information in OCR refers to whether the reviewer’s 
written information regarding a garment’s fit is positive or negative. Prior findings on the effects 
of the valence of information have been contradictory. Some studies have found that negative 
information is more influential on consumer purchase decisions (e.g., Lee et al., 2008; Xue & 
Zhau, 2010; Yang & Mai, 2010), while other studies have found the opposite (e.g., Herr, Kardes, 
& Kim, 1991; Bone, 1995). Although previous studies of OCR have examined the 
persuasiveness of different valences of written information about the apparel item in general 
(Kim, Park, & Lee, 2013) and the types of reviews (Park, 2012), the effect of the valence of 
OCR fit information on consumers’ purchase decisions has not been examined.  
To determine the degree to which consumers are affected by valence of fit information in 
OCR, this study examines customer responses to OCR containing fit information, including 
review credibility, review evoked confidence in purchase, and attitude toward the review. The 
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study also investigates the relationship between consumer responses to fit reviews and responses 
to the overall product information presented on the website (i.e., both OCR and seller-generated 
information). Overall product information consists of both consumer-generated information 
(OCR) and seller-generated information. Unlike other types of retailers, online retailers can offer 
consumers extensive information about a product, including both detailed marketing information 
and consumer reviews (Bickart & Schindler, 2001; Chen & Xie, 2008; Demangeot & Broderick, 
2010; Jepsen, 2007). Much of the literature on apparel information format has investigated the 
effects of seller-provided information on consumers’ purchase intentions (e.g., Kim & Lennon, 
2008). However, little is known about how consumers’ responses to fit reviews relate to their 
responses to overall product information (which is a combination of fit information in OCR and 
seller-generated marketing information). It is important to understand this relationship, because 
an individual’s response to the overall information on the website may subsequently affect their 
attitude and future purchase decisions toward the online retailer.  
  Problems in Finding a Good Fit 
A recent study (Shin & Damhorst, 2014) discovered that young consumers had 
experienced difficulties in the past with ill-fitting garments in both shopping and use situations. 
However, no measures have yet been developed to assess the degree of fit problems in general 
across multiple dimensions as perceived by consumers, although researchers have qualitatively 
investigated fit and conceptually defined multiple aspects of fit (Eckman, Damhorst, & Kaiser, 
1990; LaBat, 1987; Outling, 2007; Shin & Damhorst, 2014). A valid and reliable measure of 
perception of fit problems must be developed to broaden an understanding of consumers’ past 
experiences with fit. To this end, one goal of the present study is to develop a scale for 
measuring fit problems in general and validate it.  
  
5 
Personal Characteristics as Moderators 
This study considers four individual characteristics as key moderators: prior problems in 
finding a good fit, body esteem, causal attribution of fit problems, and locus of control. These 
characteristics may play an important role in how valence of fit information affects customer 
responses to fit information in OCR.  
First, consumers’ past experiences with fit (i.e., problems in finding a good fit) may be a 
moderator when processing the valence of fit information in OCR. An individual’s frequently 
experienced fit problems may have a negative influence on perceived risk in online apparel 
shopping, which shapes how the individual processes the positive/negative fit reviews and 
responds to the reviews. Prior problems with clothing fit may make consumers hesitant to order 
garments online due to lack of confidence regarding fit and the possibility that they will have to 
return the garment if the fit is unsatisfactory (Anderson et al., 2000).  
Second, this study considers body esteem as an important moderator in processing fit 
information in OCR. Body esteem is defined as “self-evaluations of one’s body or appearance” 
(Mendelson, Mendelson, & White, 2001, p. 90). Previous research has shown that a consumer’s 
perception of his or her body and his or her experiences with fit are closely related (LaBat & 
DeLong, 1990). However, no study to date has investigated the effect of body esteem on 
responses to online reviews of apparel fit. 
Third, this study considers causal attribution of fit problems as a moderator between the 
valence of fit information in OCR and consumer response to it. In this study, an internal locus of 
causality (internal attribution) occurs when a consumer attributes poor fit to his/her own fault 
(e.g., poor body shapes, lack of fitting knowledge, etc.) while an external locus of causality 
(external attribution) occurs when a consumer attributes fitting problems to the manufacturer or 
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the retailer. Internal causes are related to personal characteristics while external causes are 
associated with the environment or situation (Folkes, 1988; Heider, 1958). Locus of causality is 
considered the most essential factor in understanding the consequences of product failure 
(Folkes, 1990) – that is, does the customer blame herself or the manufacturer/industry for her 
unsatisfactory experience with a product? Although many studies have investigated attribution 
with respect to advertising messages in general, little is known about the impact of that 
attribution on the processing of fit information. Personal predispositions, such as causal 
attribution of fit problems, may alter how individuals process information. Selective exposure 
(Roger, 2003) refers to how people may be biased towards information that is consistent with 
their existing attitudes and beliefs. Thus, there is need to better understand the connection 
between individuals’ causal attribution of their fit problems and the processing of fit information 
in OCR.  
Finally, this study considers locus of control as an important construct in describing 
individual differences (Lam & Mizerski, 2005). The concept of control is also critical in 
explaining an individual’s communication behavior (Rubin, 1993). In general, individuals differ 
in their beliefs about the extent to which they have control over their behavior and environment 
(Lefcourt, 1966; Levenson, 1974; Rotter, 1966). Locus of control also helps to explain an 
individual’s risk-taking (Howell & Avolio, 1993; Miller, Kets De Vries, & Toulouse, 1982) 
and/or risk avoiding tendencies (Jansen & Carton, 1999). In a relatively uncertain environment 
(such as online apparel shopping), the consumer’s locus of control may play a critical role in 
how they process fit reviews and respond to positive and negative fit reviews.  
  
  
7 
Theoretical Background 
The two stages of the innovation decision model (IDM) help explain the context of this 
study. The role of fit information in the consumer online shopping decision process can be 
explained by the first two stages -- knowledge and persuasion -- of Rogers’ (2003) five-stage 
IDM. Apparel can be categorized as a continuous innovation because it is constantly undergoing 
small changes, such as adding a new color to a line or slight changes to silhouette or shape, 
making IDM an appropriate theoretical basis for this study. Continuous innovation is defined as 
“a modification of an existing product” (Solomon, 2001, p. 502) rather than invention of a totally 
new product. When shopping online, the customer is often confronted with new types or styles of 
garments due to continuous innovation, which in turn increases customer uncertainty before 
ordering. At the knowledge stage, when an individual first encounters an innovation, he or she 
tries to understand how the new thing functions (or would look on the body) by engaging in 
mental activity mainly at the cognitive level (Rogers, 2003). It is important to recognize, 
however, that the initial reactions to a new style of garment are not solely cognitive but also 
affective due to the garment’s aesthetic characteristics. Pham, Cohen, Pracejus, and Hughes 
(2001)’s study supported the idea that the very first aesthetic impressions are affective. At the 
persuasion stage, individuals actively seek out information about the new product and decide 
what messages are credible before interpreting them (Rogers, 2003). In this stage, individuals 
develop a general perception of the innovation when processing information about it, and this 
perception determines their behavior – whether or not to try the innovation. In fact, Rogers 
(2003) noted that a favorable or unfavorable attitude toward the innovation is the main outcome 
of the persuasion stage of IDM. An individual’s attitude may be consistent with overt behavior 
(adoption or rejection) whether or not persuasion leads to a change of attitude in the consumer.  
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In addition, attribution theory and credibility served as explanations for various parts of 
the hypothesized model. Attribution theory is used to explore the effects of causal attribution of 
fit problems based on previous experience (i.e., problems in finding a good fit) and locus of 
control on consumer’s fit information processing. Lastly, credibility is a key construct in 
assessing the influence of the valenced fit information on online purchase decision. Although 
many previous studies have investigated source credibility, this study focuses on two aspects of 
information credibility specific to the online shopping context: review credibility and site 
credibility. 
  Purpose and Research Objectives 
To address those gaps in the literature, this study has two purposes. Its primary purpose is 
to explore the role of consumer-generated fit information in OCR in the consumer decision-
making process during online apparel shopping. Its secondary purpose is to develop a scale of 
measurement for fit problems. Specifically, the study focuses on (1) whether and how the 
valence (negative or positive) of fit information provided in OCR influences consumers’ 
responses to the fit review and/or their responses to overall product information, and (2) whether 
and how four individual consumer characteristics (i.e., prior problems in finding a good fit, body 
esteem, locus of control, and causal attribution of fit problems) moderate the relationship 
between the valence of fit review and the consumer’s response to the fit review. This last focus 
area requires a scale for measuring problems in finding a good fit.  
Accordingly, the research objectives are: (1) to develop a scale for measuring fit 
problems in general, (2) to investigate how the valence of fit information in OCR and individual 
consumer characteristics affect responses to the fit review, and (3) to examine how 
consumer responses to the fit reviews influence their responses to the overall product 
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information shown in a website, which in turn may shape their attitude toward the online retailer 
and their future purchase intentions.  
 
Figure 1.1. A mock website 
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To achieve the first research objective, standard scale development procedures were used 
to develop a scale to measure problems in finding a good fit. Items generated from the qualitative 
findings of Shin and Damhorst (2014) were purified through the initial data collection and 
validated through later data collection. For the second and third research objectives, a mock 
website was developed as stimuli (shown in Figure 1), and an online-based experiment was 
conducted.  
Contributions 
This study contributes to the literature on consumer behavior toward apparel by 
developing a scale of problems in finding a good fit, which are a key driver of apparel shopping 
behavior. A reliable scale for measuring fit problems from the consumers’ perspective could be 
useful in identifying the antecedents of apparel shopping behavior. In addition, a multi-
dimensional scale of perceived fit problems in general is useful to apparel developers and 
designers to provide solutions to fit problems based on information from customers over time. 
Better solution of fit problems should ultimately increase consumer satisfaction.  
Exploring the moderating effects of individual consumer characteristics such as perceived 
problems in finding a good fit, body esteem, causal attribution of fit problems, and locus of 
control on the effectiveness of the valence of fit reviews may also provide valuable information 
for e-tailers. By illuminating what personal characteristics make a consumer perceive a message 
as more credible or increase their review evoked confidence in purchase, online retailers can 
develop more effective marketing strategies, such as collecting consumer profiles that include 
these individual difference and offering customers ways to find and rearrange fit information 
found in OCR.  
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This study provides a theoretical contribution to consumer behavior research by applying 
innovation-decision model, attribution theory, and credibility to online apparel shopping. This 
study is the first to use IDM to understand the effects of the valence of fit information on 
consumer responses in terms of review credibility as moderated by individual consumer 
characteristics. Understanding how consumer responses to fit reviews affect overall response 
may help online sellers achieve greater site credibility and higher customer overall confidence in 
purchase, which in turn strengthen positive consumer attitudes and future purchase intentions 
toward the online retailer. For example, the findings of this study may support the idea that 
apparel e-tailers should strategically prompt their customers to leave valence of fit information in 
OCR.  
Dissertation Organization 
Chapter 1 provides a general introduction to the research problem. Chapter 2 reviews the 
literature on clothing fit, problems in getting a good fit, and fit information in OCR, and lays out 
the theoretical background and the hypothesized model. Chapter 3 outlines the methods for both 
Study 1, development of a scale of fit problems, and Study 2, examining the role of fit 
information in the consumer purchase decisions process. Chapter 4 includes results of Study 1, 
and Chapter 5 contains results of Study 2. Chapter 6 consists of discussions for Study 1 and 
Study 2. Lastly, Chapter 7 provides general conclusions.  
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Definition of Terms 
Following are definitions of key terms as used in this study. 
Aesthetic fit: “Features of fit that are visually perceived and assessed when looking at an 
individual’s dressed body, such as overall appearance related to the body and 
attractiveness” (Shin, 2013, p. 44). 
Body esteem: “Self-evaluations of one’s body or appearance” (Mendelson, Mendelson, & 
White, 2001, p. 90). 
Causal attribution of fit problem: The extent to which an individual perceives the cause of fit 
problems.  
Confidence in purchase: The extent to which an individual feels certainty about whether or not 
to purchase the product.  
Convergent validity: “The extent to which it [a scale] correlates highly with other methods 
designed to measure the same construct” (Churchill, 1979, p. 70). 
Credibility: Believability of some information and/or its source (Hovland, Janis, & Kelley, 
1953). 
Discriminant validity: The extent to which a construct is different from other constructs that are 
theoretically related (Netemeyer, Bearden, & Sharma, 2003; Pedhazur & Schmelkin, 
1991). 
Electronic word-of-mouth (eWOM): “Any positive or negative statement made by potential, 
actual, or former customers of a product or company, which is made available to a 
multitude of people and institutions via the Internet” (Hennig-Thurau et al., 2004, p. 39). 
  
13 
External locus of control: “[The belief] that reinforcements are not under [one’s] personal 
control but rather are under the control of powerful others, luck, chance, fate, etc.” 
(Rotter, 1966, p. 618) 
Fit information in online consumer reviews (OCR): A reviewer’s written information 
regarding a garment’s fit, which is uploaded as an online consumer review. 
Functional fit: “Features of fit that are perceived when the dressed body is moving for activities, 
related to restriction or lack of restriction of movement” (Shin, 2013, p. 44). 
Internal locus of control: “[The belief] that reinforcements were contingent upon [one’s] own 
behavior, capacities or attributes” (Rotter, 1966, p. 618). 
Locus of causality: The extent to which the consumer believes the causes of a problem lie with 
their personal disposition or with situational factors (Vázquez-Caielles, Río-Lanza, & 
Díaz-Martín, 2007). 
Locus of control: The extent to which a person believes he or she is in control of a behavior or 
event (Rotter, 1966). 
Physical fit: “Features of fit that are physically perceived in terms of the relationship between 
clothing and body, such as tightness and length” (Shin, 2013, p. 44). 
Problems in getting a good fit (fit problems): The extent to which a consumer has experienced 
difficulty in finding clothing that fits his or her body functionally, physically and 
aesthetically. 
Valence of verbal fit information: The degree to which a reviewer’s written information 
regarding a garment’s fit is positive or negative. 
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CHAPTER II.  LITERATURE REVIEW 
  This chapter consists of three parts: Overview of a research model, hypothesis 
development, and additional research questions. The first part of the chapter introduces the 
research model. The second part of hypotheses development includes relationships between 
valence of fit information in online consumer reviews and consumer responses to the review, 
relationships among responses to fit review, evaluation of overall product information and the 
online retailer, and moderating effects of individual differences on the relationship of valence of 
fit reviews and consumer responses to the review. The third part of the chapter included 
additional exploratory research questions.  
Research Model
 
Figure 2.1. The research model 
The research model examines the following relationships: (1) how the valence of fit 
information in OCR affects consumers’ responses in terms of perceived review credibility, 
review evoked confidence in purchase, and attitude toward the reviews; (2) how consumers’ 
responses to fit information in OCR are related to their responses to overall product information 
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on the website (i.e., site credibility, overall confidence in purchase) and, in turn how their 
responses to the overall information affect attitude toward the retailer and future purchase 
intention; and (3) how individual differences (i.e., locus of control, body esteem, problems in 
finding a good fit, and causal attribution of fit problems) moderate the relationship between the 
valence of fit information in OCR and consumer responses to fit information (see Figure 2.1).  
Relationships between Valence of Fit Information in Online Consumer Reviews and 
Responses to Fit Information in Online Consumer Reviews 
Valence of verbal fit information in OCR 
Valence of verbal fit information in OCR refers to whether a reviewer’s written 
information regarding a garment’s fit is positive or negative. In general, verbal information in 
OCR can be classified as positive or negative depending on directionality (Lee et al., 2009). In 
the context of eWOM, some researchers found that negative eWOM had a stronger effect on 
eWOM impact (Park & Lee, 2009) and was more persuasive (Lee et al., 2009; Xue & Zhau, 
2010; Yang & Mai, 2010) than positive eWOM. This tendency is called negativity bias or 
negativity effect. The greater impact of negative information on product judgments can be 
explained by the role of diagnosticity (Skowronski & Carlston, 1989; Herr et al., 1991). In the 
online apparel shopping context, a recent study investigated the influence of valence of message 
(positive vs. negative) on attitude and purchase intention (Kim et al., 2013). Kim et al. (2013) 
found that a negative eWOM message had a greater impact on consumer’s attitude change and 
purchase intention than did a positive eWOM message. 
Many researchers (e.g., Ahluwalia & Shiv, 1997; Arndt, 1967; Herr et al., 1991; Liu, 
2006) found that negative information is more influential than positive information in consumer 
evaluations of a product and subsequent decision-making. Readers are likely to focus more 
  
16 
heavily on negative information than positive information because they perceive negative 
product information as more diagnostic than positive information when making overall product 
judgments (Herr et al., 1991; Bone, 1995). Negative information is more informative than 
positive information because it helps consumers distinguish between low- and high-quality 
products (Bone, 1995; Herr et al., 1991; Mizerski, 1982; Skowronski & Carlston, 1987, 1989; 
Wright, 1973).  
Despite the extensive research on the valence of information in general and the valence of 
eWOM message in the online context, no study has attempted to examine the role of valence of 
fit information in consumer’s responses in online apparel shopping. There were two recent 
studies on fit information in OCR for rental clothing. In McKinney and Shin’s study, most 
consumers who posted product evaluations in their online reviews described fit of their rental 
dress in negative and/or positive aspects (McKinney & Shin, 2014). Also, the positive fit 
information in OCR had a positive impact on the overall evaluation of rental products and 
services (Shin & McKinney, 2014). With the important effect of fit information in online apparel 
shopping, it is critical to investigate how the valence of fit information in OCR influences 
consumer’s responses. 
Responses to fit information in OCR  
Review credibility, review evoked confidence in purchase, and attitude toward the review 
are critical responses to fit information in OCR as well as antecedents of a consumer’s apparel 
online shopping decisions. Although attitude toward OCR has been investigated in many prior 
studies in marketing and advertising, review credibility has recently been discussed in only a few 
eWOM studies (e.g., Cheung, Luo, Sia, & Chen, 2009; Fan & Miao, 2012, Lee & Koo, 2012). 
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Although confidence in purchase is an important concept, especially in an unfamiliar shopping 
environment, its role in an online setting has not been examined.  
Review credibility 
Review credibility refers to the extent to which the message is perceived as true, factual, 
and believable. The definition was adapted from the concept of eWOM credibility from Cheung 
et al. (2009) and information credibility from Nabi and Hendriks (2003). Several studies have 
examined consumer-generated information in online reviews in terms of credibility of 
information, which can be separated from credibility of the source. Information credibility has 
been considered a key component in determining the extent to which readers adopt the viewpoint 
of received information (Wathen &Burkell, 2002). For example, when individuals seek other 
people’s opinions, they tend to pay more attention to credible information (Wathen & Burkell, 
2002).  
Furthermore, the credibility of eWOM information has become a key research issue 
because information credibility serves as a strong predictor of recipients’ further action, such as 
information adoption (Cheung et al., 2009; Smith & Vogt, 1995). Cheung et al. (2009) found a 
positive relationship between information credibility and information adoption. Smith and Vogt 
(1995) also found that individuals were not likely to adopt information that was not credible. 
Awad and Ragowsky (2008) stated that credibility reduces uncertainty in social interactions and 
serves as a prime determinant in the consumer decision-making process. Many prior studies 
involving eWOM have also provided empirical evidence that if an eWOM message is perceived 
as credible, consumers are likely to accept and use it for their purchase decisions (Cheung et al., 
2009; Fan & Miao, 2012; Lee & Koo, 2012). 
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The present study focused on information credibility because credibility of information is 
a critical factor in the persuasion stage in the innovation decision model (IDM) (Rogers, 2003), 
determining whether individuals process messages. Because clothing has been regarded as a 
continuous innovation with small style changes over time (Solomons, 2001), credibility of fit 
information in OCR may be important in purchase and ordering decisions Thus, this study 
considered review credibility as one of the important factors when processing fit reviews in 
online apparel shopping.  
As discussed earlier, negativity effect was found in many eWOM studies due to negative 
review persuasiveness (Lee et al., 2009; Xue & Zhau, 2010; Yang & Mai, 2010). Although Hong 
and Park (2012) found that female consumers perceived negative reviews more credible than 
positive reviews in their online shopping for a digital camera, no study examined the effect of 
valence of information specifically related to fit in OCR on consumer’s perceived review 
credibility. Similar to the previous studies, an individual may perceive negative fit information in 
OCR more credible than positive fit information in OCR in the context of online apparel 
shopping. 
H1: Negative fit information in OCR is more influential than positive fit information on 
review credibility. 
Review evoked confidence in purchase 
The concept of confidence, first introduced by Howard and Sheth (1969), is related to 
brand judgment and is viewed as one of the determinants of purchase intention. According to 
Howard (1989), confidence is “the degree of certainty that one's evaluative judgment of the 
brand is correct” (p. 34). In other words, the buyer's subjective certainty of his or her judgment 
about the quality of a particular brand has two theoretically different meanings: the buyer's 
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overall confidence in the brand or the buyer’s confidence in his or her ability to judge or evaluate 
attributes of the brand (Bennett & Harrell, 1975). Sniezek (1992) also considered confidence in 
judgment as an individual’s strength of belief about the quality of a judgment or choice. 
According to Urbany, Dickson, and Wilkie (1989), confidence in choice represents how certain 
an individual is to make a decision among alternatives. Thus, this study defines the confidence in 
purchase as the certainty and the strength of belief underlying the choice.  
Fit reviews on a website may give consumers vicarious trial information about how a 
garment fits the body. In the online shopping environment, due to the inability to try on the 
garments before ordering, consumers are unable to perform a trial and therefore may attempt to 
find reviews written by other consumers and other product information online as a way to reduce 
their uncertainty. Peterson and Pitz (1988) stated that available information affected the 
confidence in a judgment. Considering that fit is an important attribute that is necessarily 
considered by consumers before making a purchase or order of a garment (Ashdown & 
O'Connell, 2006), fit information in OCR will give individuals more confidence in their purchase 
decisions.  
As previously discussed, negativity bias may occur when valence of fit information in 
OCR is negative. Because fit information in OCR may play a significant role in reducing 
uncertainty about a garment’s fit, it may enhance an individual’s confidence in their decision 
whether to order the garment online. Because negative information makes consumer evaluation 
of product quality easier (e.g., Bone, 1995; Herr et al., 1991; Mizerski, 1982), negative fit 
information in OCR may give more confidence in ordering a garment than does positive fit 
information. Thus, Hypothesis 2 was proposed:  
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H2: Negative fit information in OCR is more influential than positive fit information on 
confidence in ordering the product. 
Attitude toward the fit review 
Attitude has been a central concept in consumer research and social psychology for 
decades (Brown & Stayman, 1992; Petty & Cacioppo, 1981). Because attitude is a stable and 
useful predictor of individual behavior (Michelle & Olson, 1981; Petty & Cacioppo, 1981), many 
prior studies developed information-processing models to predict consumers’ attitudinal 
responses when exposed to information (e.g., Fishbein & Ajzen, 1975; Petty & Cacioppo, 1981).  
In the context of advertising and marketing, researchers have studied the effects of 
persuasive advertising on attitude formation and change, known as attitude-toward-the-ad or Aad 
(Edell & Burke, 1984). The concept of Aad, first introduced by Mitchell and Olson (1981) and 
Shimp (1981), is an affective construct referring to an individual’s favorable or unfavorable 
feelings toward a particular advertisement after being exposed to the ad. Aad focuses on 
consumers’ affective reactions as opposed to purely cognitive reactions, such as ad cognition and 
brand cognition (MacKenzie, Lutz, & Belch, 1986). Numerous studies have shown that Aad has 
a mediating influence on brand attitudes and purchase intentions (Lutz, Mackenzie, & Belch, 
1983; MacKenzie et al., 1986; Mitchell & Olson, 1981; Shimp, 1981). The Aad model describes 
possible sequences of exposure to a persuasive advertisement and generally posits that the 
recipient of an advertising message will develop an attitude toward the ad which in turn exerts an 
influence on subsequent measures of advertising effectiveness such as brand attitude and 
purchase intentions (Lutz et al., 1983). Similarly, this study views attitude toward the fit review 
as a significant construct in assessing consumer perception of the fit review.  
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Although most studies found negativity bias of eWOM, no study to date examined the 
effect of valence of fit information in OCR on consumer’s attitude. According to many previous 
studies (e.g., Feldman & Lynch, 1988; Herr et al., 1991), negative information is more diagnostic 
than positive or neutral information. Herr et al. (1991) also indicated that negative WOM usually 
has a larger impact than positive WOM on product judgment. Considering fit information in 
OCR is a form of eWOM, negativity effect is also likely to be found in this study. Furthermore, 
because negative information makes consumer judgment of a product’s quality easier (e.g., 
Bone, 1995; Herr et al., 1991; Mizerski, 1982), an individual may have more confidence in (i.e., 
positive attitude to) negative fit information in OCR than positive fit information in OCR. Thus, 
Hypothesis 3 was proposed:  
H3: Negative fit information in OCR is more influential than positive fit information on 
attitude to the fit reviews.  
Relationships between Responses to the Fit Information in Online Consumer Reviews and 
Responses to the Overall Product Information. 
As mentioned above, the importance of consumer responses to fit information in OCR 
(i.e., review credibility, review evoked confidence in purchase, and attitude toward the reviews) 
can be especially important in the context of online apparel shopping where trying on garments 
is difficult before ordering. Although many studies have focused on investigating the effect of 
OCR on consumer purchase decisions (e.g., Awad & Ragowsky, 2008), few studies to date have 
examined how consumer responses to fit reviews affect their responses to overall product 
information on a website provided by both sellers and consumers. Because consumers tend to get 
information about a product from both sellers (in the form of seller-provided product 
information) and consumers (in the form of consumer-generated online reviews), it is critical to 
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understand how individuals’ responses to individual OCRs influence their responses to the 
overall product information (site credibility and overall confidence in purchase). 
Site credibility 
This study defined site credibility as the extent to which individuals believe the overall 
product information on a website is believable, true, or factual. This definition was based on 
eWOM credibility in prior studies (e.g., Cheung et al., 2009). Flanagin and Metzger (2007) noted 
that site credibility may vary depending on site features, such as visuals and amount of 
information provided as well as the degree of interactivity offered by the site.  
Although a considerable number of studies have already demonstrated the relationship 
between information credibility and adoption, no studies to date have investigated the effects of 
consumer review credibility on site credibility with regard to overall product information (that is, 
information provided by both the online retailer and other consumers) on the website. In the real 
world, consumer’s perception of credibility is formed based on all the cues in a website. Cheung 
et al. (2009) found that perceived credibility of a review positively affected the acceptance of the 
review. If consumers are willing to accept the review, they are likely to believe the other 
information provided by sellers as credible. Because consumers can grow skeptical of a review’s 
credibility due to marketers’ attempts to control their consumer reviews (Lee & Youn, 2009), the 
believable reviews may have a positive influence on perceived credibility of overall product 
information presented in a website. Thus, individuals who perceive a review as credible may 
tend to believe that the overall product information, including the review shown in the website, is 
credible. Therefore, H4 was proposed: 
H4. Review credibility is positively related to site credibility. 
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Similarly, consumer’s confidence in making an order may have a positive influence on 
their perception of credibility of all the cues in a website. Consumer confidence in making a 
judgment of the outcome of purchasing or ordering a product is considered as the inverse of the 
degree of uncertainty (Howard, 1973). In the online apparel shopping environment containing 
extensive product information provided by an online retailer (Ballantine, 2005; Kim, Kim, & 
Lennon, 2009), the fit reviews may be useful information in reducing their uncertainty about fit. 
In addition to fit information provided by other consumers, other product information shown on 
a website, such as color, fabric, and picture of the garment, may also be helpful for consumers to 
decide to order or not to order the product. Individuals who become more confident in their 
ordering decisions based on the fit information provided in OCR are likely to perceive overall 
product information shown on the website as more credible. Thus, Hypothesis 5 was proposed: 
H5. Review evoked confidence in purchase is positively related to site credibility. 
Extensive research findings in the advertising field show that attitude-toward-ads (Aad) 
plays a mediating role in the effects of an ad on attitude toward brands or products (e.g., Mitchell 
& Olson, 1981). Although consumer reviews are not written by retailers, they are shown on 
retailers’ websites and are processed by consumers in much the same way as are ads (Park, 
2012). Prior studies on information processing of advertising suggests that positive attitudes 
toward a persuasive message in advertising enhances attitudes toward the brand and/or product 
promoted by the message and the website (Lutz, Mackenzie, & Belch, 1983; MacKenzie et al., 
1986; Mitchell & Olson, 1981; Shimp, 1981). Similarly, positive attitudes toward fit information 
in OCR may enhance the credibility of the overall product information shown on the website. 
Thus, the current study posits that consumer attitudes toward fit information provided in OCR 
may have a positive influence on the perceived credibility of the overall product information 
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provided on the website, given the combination of product information provided by the retailer 
and by consumers. Therefore, Hypothesis 6 was proposed: 
H6. Attitude toward the review will be positively related to site credibility. 
Overall confidence in purchase 
In the present study, overall confidence in purchase refers to the extent to which an 
individual believes his or her purchase/order is a good one influenced by the overall product 
information on the site. In this study, the overall product information refers to any information 
provided by both the online retailer on a website and by consumers in their OCR. The combined 
information (i.e., fit information in OCR and other product information provided by sellers) may 
play an important role in purchase decisions by offering useful information in both subjective 
and objective aspects. Because review evoked confidence is a component of overall purchase 
confidence, it is likely that overall purchase confidence will be related to review evoked 
confidence. By that same reasoning it is likely that overall purchase confidence will have the 
same relationships to review credibility and attitude toward product as will review evoked 
confidence.  
H7. Review credibility is positively related to overall confidence in purchase. 
H8. Review evoked confidence in purchase is positively related to overall confidence in 
purchase. 
H9. Attitude toward a product review containing fit information will be positively related 
to overall confidence in purchase.  
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Relationship between Responses to Overall Product Information and Responses to the 
Online Retailer 
Attitude toward the online retailer 
Attitude toward the online retailer refers to one’s feelings toward the online retailer. Kim 
and Lennon (2008) studied the effect of amounts of verbal product information and sizes of 
visual information on consumer attitudes toward the featured apparel products. Although Kim 
and Lennon (2008) focused on examining the effect of information provided by sellers on 
attitude toward the products in the online apparel shopping context, no previous studies have 
examined how the combination of product information provided by sellers and consumers affects 
consumer attitude toward the online retailer. The product information shown on a website 
includes consumers’ evaluation of a product (OCR) and seller’s provided information. Because 
online retailers usually provide information from both sources, it may be important to understand 
consumer perceptions of overall product information and how it affects their purchase decisions. 
Elliott and Speck (2005) noted that more useful product information presented in a website 
improved consumer’s attitude toward a website. As stated above, perceived credibility of 
information is important during information processing because it is directly related to 
information adoption (Smith & Vogt, 1995). If consumers perceive that the overall product 
information on the website – provided by both the online retailer and other consumers – is 
credible, they are likely to have a positive attitude toward the online retailer.  
Kim and Lennon (2010) found that participants who were exposed to a greater amount of 
verbal information perceived less risk and experienced greater satisfaction (Kim & Lennon, 
2010). Elliott and Speck (2005) stated that more helpful product information increases 
confidence in consumer decision making. If consumers think that the overall product information 
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on the website – provided by both the online retailer and other consumers – gives them 
confidence in ordering products, they are likely to think that the online retailer provides good and 
helpful information that is credible. Thus, the following relationships are hypothesized: 
H10. Site credibility is positively related to attitude toward the online retailer. 
H11. Overall confidence in purchase is positively related to attitude toward the online 
retailer. 
Future purchase intention 
Future purchase intention refers to one’s willingness to purchase a product from the 
retailer in the future. Information credibility has been regarded as an important factor in 
consumer innovation adoption (Rogers, 2003). If the information is credible, consumers are 
likely to decide to adopt the innovation (Rogers, 2003). There is evidence suggesting that 
perceived credibility of eWOM messages was positively related to acceptance of information in 
the eWOM (Cheung et al., 2009). Perceived credibility of overall product information of the site 
may also be positively related to consumer’s acceptance of information and adoption of the 
product. If consumers accept the credible information and use it to shape their purchase 
decisions, then individuals are likely to have intention to purchase from the retailer in the future. 
Thus, Hypothesis 12 was proposed: 
H12. Site credibility is positively related to future purchase intention. 
A few researchers have found that consumer confidence in judgment about attributes of 
products or brands was positively related to their purchase intent (Cox & Stuart, 1964; Howard 
& Sheth, 1969; Peterson & Pitz, 1988; Urbany et al. 1989). In Howard’s 1973 study, consumer 
uncertainty was negatively related to their confidence. Consumers may prefer to choose an 
online retailer who provides information that reduces perceived risk and enhances their 
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confidence. It is possible that consumer confidence in ordering decisions based on all the product 
information generated by both the online retailer and consumers in an online apparel shopping 
context can be an important factor to make them consider purchasing apparel products from the 
online retailer in the future. Thus, Hypothesis 13 was proposed: 
H13. Overall confidence in purchase is positively related to future purchase intention. 
Numerous studies in retailing contexts have focused on attitude and patronage intentions, 
which are useful constructs for assessing a consumer’s likelihood to shop at a particular retailer 
(Korgaonkar et al., 1985; Pan & Zinkhan, 2006). Attitude has been considered a central 
construct that influences both behavior intention and actual behavior (Bagozzi, 1981; Bentler & 
Speckart, 1979). Especially in retailing, positive attitude toward a retailer plays a significant role 
in purchase intention, and thus retailers try to employ marketing strategies to enhance 
consumers’ positive attitudes (Korgaonkar et al., 1985). As suggested in prior studies, it is 
expected that consumers’ attitudes toward an online retailer will affect their future purchase 
intentions toward that retailer. Thus, Hypothesis 14 was proposed:  
H14. Attitude toward an online retailer will be positively related to future purchase 
intentions toward that online retailer.  
Moderating Effect of Individual Differences on the Relationship between Valence of Fit 
Information in OCR and Responses to Fit Information in OCR. 
Although available information is helpful when individuals have difficulty in judging the 
product or the product is ambiguous in some way (Zuo, Yu, & Hao, 2011), the information does 
not always help all individuals at the same level. For example, receiver characteristics, such as 
expertise, moderated the effect of the OCR’s valence on the diagnosticity of the product (Zuo et 
al., 2011). That is, the diagnosticity and effect of negative eWOM are stronger for receivers who 
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are less knowledgeable about the product, while the diagnosticity and effect of negative eWOM 
are weaker for receivers who are more knowledgeable (Zuo et al., 2011). Low expertise and lack 
of product knowledge make it difficult to evaluate whether the reviews of the product can be 
trusted.  
The present study views individual differences as important factors that may affect 
consumers’ responses to the valence of the fit reviews (negative vs. positive). Because negative 
information is more diagnostic than positive or neutral information (Feldman & Lynch, 1988; 
Herr et al., 1991), negative WOM usually has a larger impact than positive WOM on product 
judgment (Herr et al., 1991). However, some individuals perceived negative information as more 
helpful than positive information, while others believed positive information as more useful 
(Feldman & Lynch, 1988; Herr et al., 1991). When positive cues are more diagnostic than 
negative ones, positivity effect is more likely to occur (Skowronski & Carlston, 1989). 
Moderating variables were needed to reconcile these conflicting findings from the previous study 
(Gershoff, Mukherjee, & Mukhopadhyay, 2003). Thus, this study explored how negativity and 
positivity effects of fit reviews occur in the online apparel shopping context, depending on 
individual differences in problems in finding a good fit, body esteem, locus of control and causal 
attribution of fit problems.  
Problems in finding a good fit  
Despite the potential importance of consumer problems in finding a good fit for 
confidence in shopping online, there is no scale to measure the concept. In this study, a scale of 
problems in finding a good fit was developed.  
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Conceptualizations of fit 
Fit is an important concept in the apparel field; however, there is a lack of consensus on 
the concept of fit. Frost (1988) defined apparel fit as “visual as well as physical satisfaction 
[with] the garment and its function on the body” (p. 2). Similar to Frost (1988), LaBat (1987) has 
conceptually defined clothing fit as the relationship of clothing to the body based on analysis of 
visual fit and comfort of a garment’s performance. According to Newcomb & Istook (2011), 
apparel fit is defined in two dimensions: “aesthetic fit, which relates to the appearance of the 
garment in relation to the body, and functional fit, which relates to the comfort and performance 
of the garment with respect to the body” (p. 391).  
As the previous studies show, the definition of fit has multiple dimensions. Most recent 
studies have emphasized that an understanding of three aspects of fit is important in consumer 
research because consumers evaluate fit in multiple dimensions (McKinney & Shin, 2014; Shin 
& Damhorst; 2014, Shin & McKinney 2014). Shin and Damhorst (2014) found in their 
qualitative study that student consumers evaluated three aspects of fit: physical, aesthetic, and 
functional. Physical fit refers to “features of fit that are physically perceived in terms of the 
relationship between clothing and body, such as tightness and length” (Shin, 2013, p. 44). 
Aesthetic fit is defined as “features of fit that are visually perceived and assessed when looking 
at an individual’s dressed body, such as overall appearance related to the body and 
attractiveness” (Shin, 2013, p. 44). Functional fit refers to “features of fit that are perceived when 
the dressed body is moving for activities, related to restriction or lack of restriction of 
movement” (Shin, 2013, p. 44). These three aspects of fit have been confirmed by McKinney 
and Shin (2014) and Shin and McKinney (2014) in a content analysis of online reviews. They 
found that female consumers tended to evaluate and report on whether online rented formalwear 
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fit well or not in terms of those three aspects; this is also consistent with Shin and Damhorst 
(2014). A good fit is perceived when clothing conforms well to the body, is comfortable, and 
results in a positive appearance (Frost, 1988).  
Conceptualizations of problems in finding a good fit 
In the present study, the problem of finding a good fit (fit problem) is defined as the 
subjective evaluation of fit by a shopper based on the accumulation of prior experiences with 
ready-to-wear apparel. Prior experience has been found to be a crucial determinant of behavior 
(Ajzen & Fishbein, 1980; Bagozzi, 1981; Bentler & Speckart, 1979; Fishbein & Ajzen, 1975). 
Specifically, experience with how clothing interacts with one’s body is the most influential factor 
in apparel purchase decisions (Eckman et al., 1990; Hsu & Burns, 2002; Rosa, Garbarino, & 
Malter, 2006). In addition, fit problems with ready-to-wear are a consequence of physical and 
psychological discomfort resulting at least in part from the ideal body image promoted by the 
fashion industry (LaBat & DeLong, 1990).  
The thin ideal body image has been long promoted through media, which has had a 
negative impact on women’s body satisfaction (Hargreaves & Tiggemann, 2002) and body 
esteem (Ogden & Mundray, 1996) and may result in desire for clothing fit that makes the body 
look thinner. Consumer’s body satisfaction positively affected their fit perception, such as, fit 
satisfaction (e.g., DeLong & LaBat, 1990) and fit preference (e.g., Chattaraman & Rudd, 2006). 
Although only physical aspects have been discussed in the studies on fit satisfaction and fit 
preference, consumers tended to consider fit in physical, aesthetic, and functional aspects based 
on their previous experiences of apparel shopping in general (Shin & Damhorst, 2014). Thus, the 
scale of fit problems needs to incorporate consumer’s prior experience with fit in all the three 
aspects to capture their fit problems more accurately. Based on the definitions of fit in the 
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literature, the present research conceptualized problems in getting a good fit (fit problems) as a 
consumer’s generalized perception of fit based on prior experience with physical, aesthetic, and 
functional aspects of clothing while shopping. 
Three dimensions of problems in finding a good fit.  
Physical fit. Physical fit is defined as “features of fit that are physically perceived in 
terms of the relationship between clothing and body, such as tightness and length” (Shin, 2013, 
p. 44). Qualitative findings by Shin and Damhorst (2014) revealed that consumer preferences for 
tightness differ depending on the type of clothing and the parts of body covered by that clothing. 
Height was strongly associated with consumer’s perceived garment length; taller people 
preferred clothing that was long enough for their arms and legs, while shorter consumers 
preferred length that was not too long for their body (Shin & Damhorst, 2014). Thus, problems 
in getting a good physical fit can be determined by the extent to which consumers have had 
difficulty in finding clothing that provides an appropriate length and tightness for their body 
based on their prior shopping experiences.  
Aesthetic fit. Aesthetic fit is defined as “features of fit that are visually perceived and 
assessed when looking at an individual’s dressed body, such as overall appearance related to the 
body and attractiveness” (Shin, 2013, p. 44). In that study, consumers evaluated aesthetic aspects 
of fit – whether the clothing looked good or attractive on them, whether it showed their body in a 
positive way or hid their body flaws. Shin asserted that investigating only physical fit restricts an 
understanding of consumers’ fit perception because such perceptions are affected by many 
factors, including personal style, current fashion trends, and body image (Alexander, Connell, & 
Presley, 2005). Other studies also noted that aesthetic fit relates to “the appearance of the 
garment in relation to the body” (Newcomb & Istook, 2011, p. 391; Outling, 2007). Thus, 
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problems in getting a good aesthetic fit can be measured by the extent to which consumers have 
had difficulty in finding clothing that gives them a good appearance based on their prior 
shopping experience. 
Functional fit. Functional fit refers to “features of fit that are perceived when the dressed 
body is moving for activities, related to restriction or lack of restriction of movement” (Shin, 
2013, p. 44). In the Shin study, participants reported clothing with a good fit that allowed them to 
move in activities and to move comfortably in the garment. Depending on the activities in 
question and personal preferences, different levels of functional fit may be preferred at different 
times. Consumers were likely to use the word “comfort” to describe their preferred fit of 
clothing. Other researchers noted that functional fit is related to “the comfort and performance of 
the garment due to the fit” (Newcomb & Istook, 2011, p. 391). Therefore, problems in getting a 
good functional fit can be measured by the extent to which consumers have had difficulty in 
finding clothing that enables them to move comfortably based on their prior shopping 
experience. 
Existing measures of fit perception  
Measurements of fit have been developed in relation to two different perspectives: the 
designer and the consumer perspective. A scale of fit as perceived by technical designers or 
product developers (i.e., fit analysis) has been developed in user-based lab settings to visually 
evaluate garment fit (Bye & McKinney, 2010). In contrast, several scales (i.e., wearer 
acceptability, fit preference, fit satisfaction, concerns with fit, and fit problems) have been 
developed to measure fit from the consumer’s perspective in relation to body-related 
experiences, including consumer’s preferred fit, satisfaction with fit, and concerns with fit and 
size.  
  
33 
From a designer perspective. Many researchers in the fields of apparel design and 
product development have identified a standard of fit in physical aspects of fitted garments 
(Frost, 1988). In the traditional approach, technical designers in the apparel industry evaluate fit 
by observing a live model walk, sit, and perform body motions within a normal range while 
wearing a garment (Ashdown, Loker, & Adelson, 2004; Ashdown & O’Connell, 2006; Kadolph, 
1998). Recently, fit analysis and a method employing three-dimensional scan technology have 
been combined to evaluate visual fit (Ashdown et al., 2004; Bye & McKinney, 2010; Loker, 
Ashdown, & Schoenfelder, 2005). Body scanners have an advantage in that they can capture 
three-dimensional images that enable the evaluator to perform visual analysis of many aspects of 
fit (Ashdown & Loker, 2010). The only scale of fit analysis was developed by Bye and 
McKinney (2010) from a designer perspective to analyze fit.  
Bye and McKinney (2010) developed their scale for fit analysis of dress and pant slopers 
using 2D and 3D body scanned images of a live model. Two judges visually evaluated the fit of 
several dresses and pants in overall alignment, dart placement, and looseness/tightness using a 5-
point scale (1: unacceptable fit; 2: poor fit; 3: acceptable fit; 4: good fit; 5: excellent fit). Under 
each criteria group, individual criteria for certain parts of the garments were listed.  
From a consumer perspective. To capture consumer perception of clothing fit, various 
scales have been used that measure wearer acceptability, fit preference, aesthetic attribute 
preference, satisfaction with clothing fit, and concerns with fit and size of garments. The wearer 
acceptability scale captures physical and functional aspects of fit (Huck, Maganga, & Kim, 
1997). The scales of fit preference (Alexander et al., 2005; Anderson et al., 2000) and aesthetic 
attribute preference (Chattaraman & Rudd, 2006) focus only on physical fit related to tightness 
and length. Fit satisfaction measures consumer satisfaction with fit on 22 body parts (LaBat & 
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DeLong, 1990). Kim and Damhorst (2013) developed a scale to measure consumer concerns 
with fit and size of garments in terms of aesthetic aspects such as overall appearance, visual 
imagining of fit, and impression made on others. Fit problems in the physical dimensions have 
been measured by various researchers with measures focused on different body or garment parts. 
Each of these scales is explained in more detail below. 
Huck et al. (1997) introduced a wearer acceptability scale to measure a wearer’s feelings 
and perception of fit and comfort of their clothing while performing certain exercises (e.g., 
standing erect, kneeling, etc.). With 13 pairs of adjectives, the wearer’s acceptance of fit of a 
garment using a 9-point scale was measured, including ease of movement in three different body 
parts (arms, legs, and torso), feelings while wearing clothing (e.g., comfortable, acceptable, 
tired), usability (e.g., easy to put on and move in), attitude (e.g., like/dislike), closeness of fit 
(e.g., loose/tight, crotch too far from body), satisfaction with fit, and fabric properties (e.g., 
flexible/stiff). This scale is useful in measuring a specific garment’s overall fit and comfort. 
 Fit preference is defined as the consumer’s subjectively preferred fit resulting from the 
degree of difference between garment and body (Alexander et al., 2005; Anderson et al., 2000). 
It measures consumer’s preference for fit with three levels of fit (fitted, semi-fitted, or loosely 
fitted) using line drawings of six garment categories (jackets, skirts, dresses, tops, jeans, and 
pants). Given these illustrations, respondents were asked to choose the garment that they would 
buy.  
 A scale of aesthetic attribute preference was developed to measure consumer’s preference 
in length and tightness of the garment, which relates to physical fit in the current study 
(Chattaraman & Rudd, 2006). To measure aesthetic attribute preference, the researchers drew 
two illustrations of a women’s body (an upper and lower body) with a 7-point semantic 
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differential scale applied at seven sites -- top length, top silhouette, sleeve length, neckline, 
bottom length, bottom silhouette, and waist. The researchers reported low reliability of the 
aesthetic attribute preference scale as .69 (Chattaraman & Rudd, 2006).  
 “Satisfaction with clothing fit” refers to the degree of consumer’s satisfaction with the fit 
of a garment on certain parts of their bodies (LaBat & DeLong, 1990). Although there are 
multiple dimensions to the concept of fit, most research on clothing fit satisfaction has focused 
solely on investigating overall fit at specific body sites. LaBat and DeLong (1990) proposed a 
scale to measure fit satisfaction in general at 22 sites, including pant length, crotch, thigh, 
buttocks, and hip. Results of most fit satisfaction studies that have used this scale have 
consistently shown that women are more dissatisfied with clothing fit in their lower body than in 
their upper body (Feather, Ford, & Herr, 1996; Feather, Herr, & Ford, 1997; LaBat & DeLong, 
1990; Shim & Bickle, 1993).  
According to Frost (1988), satisfaction with clothing fit is defined as a combination of the 
consumer’s physical comfort, psychological comfort, and overall appearance. Consistent with 
this definition, empirical findings have shown that fit satisfaction occurs when social comfort is 
achieved through the three factors of clothing fit (physical fit, aesthetic fit, and functional fit) 
within a social context (Shin & Damhorst, 2014). Shin and Damhorst also found that college 
students were likely to evaluate clothing fit in relation to those three factors. 
Concerns with fit and size of garments, as initially introduced by Kim and Damhorst 
(2013), is defined as “the subjectively determined expectation and amount of risk perceived by a 
shopper in relation to the fit and size of the garment in contemplating a particular purchase 
decision” (Kim, 2009, p. 18). Using focus group interviews, Kim and Damhorst (2013) 
developed a scale of garment fit and size concerns in multiple distinct but interrelated 
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dimensions in the contexts of offline shopping (concerns with body image and overall 
appearance, product performance, unavailability of size, projecting a correct impression, and 
uncertainty about the sizing system) and online shopping (concerns with overall appearance, 
unavailability of size, projecting a correct impression, inability to try clothing on, and imagining 
fit/size) (Kim & Damhorst, 2013). 
Fit problems at particular body parts have been measured by researchers focusing on 
physical aspects of fit in terms of tightness and length. Self-reported clothing problems in body 
and garment parts were first measured in a study by Goldsberry, Shim, and Reich (1996). In their 
study, fit problems were measured by asking whether the respondents had problems in 15 body 
locations (neck, bust, waist, abdomen, high hip, full hip, thigh, upper arm, armhole, sleeve, 
length, back width, shoulder seam, dress length, pant length, and crotch). Alexander et al. (2005) 
also examined fit problems, and found that consumers had fit problems in eight body and 
garment parts (bust, waist, hip, dress length, pant length, thigh, sleeve length, and crotch). In 
addition, a recent study by Makhanya, Klerk, Adamski, and Mastamet-Mason (2014) measured 
apparel fit problems in ready-to-wear at each of seven selected body parts (bust, stomach, waist, 
abdomen, hips, seat/buttocks, thighs) with respect to the degree of tightness (tight, loose, or fits) 
to compare the fit problems of African American and Caucasian women with different body 
shapes (triangle, hourglass, or rectangle).  
Moderating effect of problems in finding a good fit  
Prior experience with apparel products, especially with fit performance, may be very 
important for consumers when making assumptions about fit in an online context. For example, 
consumers who frequently experience problems in finding a good fit may hesitate to shop for 
garments online because they will be doubtful as to the fit of the garments, and they may be 
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more attuned to information that signals fit problems, which usually are embedded in negative 
OCR. Therefore, when exposed to fit information from other customers, negative fit information 
may have a greater impact than positive fit information on individuals who have experienced 
many problems in finding a good fit in general. In other words, negative fit information in OCR 
may be perceived as more credible than positive fit information and may give the reader more 
review evoked confidence in purchase for individuals who have more problems in finding a good 
fit, compared to those who have few problems in finding a good fit. In contrast, individuals who 
rarely experience problems in finding a good fit may focus more on positive fit information, and 
believe it more because they get used to positive experience with fit. In addition, fewer problems 
in finding a good fit may make consumers less concerned about fit because they are likely to 
expect the garment to be well-fitted from their previous experiences. In the case of individuals 
who have experienced few problems in finding a good fit, positive fit information in OCR may 
be perceived as more credible and give the reader more review evoked confidence in purchase. 
Thus, Hypotheses 15-17 were proposed:  
H15. Individuals with more problems in getting a good fit (a: physical, b: aesthetic, c: 
functional) are likely to perceive negative fit reviews as more credible than individuals 
with fewer problems in finding a good fit (a: physical, b: aesthetic, c: functional). In 
contrast, individuals with more problems in getting a good fit (a: physical, b: aesthetic, c: 
functional) are likely to perceive positive fit reviews as less credible than individuals with 
fewer problems in finding a good fit (a: physical, b: aesthetic, c: functional).  
H16. Individuals with more problems in getting a good fit (a: physical, b: aesthetic, c: 
functional) are likely to have more review evoked confidence in purchase when exposed 
to negative fit reviews than those with fewer problems in finding a good fit (a: physical, 
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b: aesthetic, c: functional). In contrast, individuals with more problems in getting a good 
fit (a: physical, b: aesthetic, c: functional) are likely to have less review evoked 
confidence in purchase when exposed to positive fit reviews than those with fewer 
problems in finding a good fit (a: physical, b: aesthetic, c: functional).  
H17. Individuals with more problems in getting a good fit (a: physical, b: aesthetic, c: 
functional) are likely to perceive negative fit reviews as more favorable than those with 
fewer problems in finding a good fit (a: physical, b: aesthetic, c: functional). In contrast, 
individuals with more problems in getting a good fit (a: physical, b: aesthetic, c: 
functional) are likely to perceive positive fit reviews as less favorable than those with 
fewer problems in finding a good fit (a: physical, b: aesthetic, c: functional). 
Body esteem  
Body esteem refers to “self-evaluations of one’s body or appearance” (Mendelson, et al., 
2001, p. 90). Body esteem has also been defined as “a deeply held and generalized like or dislike 
of one’s body” (Rosa et al., 2006, p. 80). According to Mendelson et al. (2001), body esteem has 
three dimensions: physical appearance (general feelings about appearance), weight (weight 
satisfaction), and attribution (evaluations attributed to others about one’s body and appearance) 
(Mendelson et al., 2001). In this study, the body esteem-attribution dimension was referred to as: 
reflected body esteem or body esteem-reflection. 
Body esteem is distinguished from self-esteem in that body esteem is only one 
important dimension of the larger self-esteem construct (Heatherton & Polivy, 1991). Rosa et 
al. (2006) noted that body esteem is conceptually correlated with appearance esteem, another 
component of self-esteem. Body esteem is also related to but defined differently from body 
image, which is a conceptual representation that people hold of the physical self (e.g., Cash, 
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1990). 
Although no study to date has directly investigated the effect of body esteem on 
responses to online reviews of apparel fit, many studies have extensively confirmed a positive 
relationship between body satisfaction or body cathexis and fit satisfaction (e.g., LaBat & 
DeLong, 1990) due to the close relationship between body and apparel fit. LaBat & DeLong 
(1990) examined the relationship between body satisfaction or body esteem and concerns with 
fit. In the context of apparel purchases on the Internet, Kim and Damhorst (2010) found that 
body dissatisfaction was positively related to consumer fit concerns. The results from Rosa et 
al. (2006) indicated that consumers with high body esteem were more interested in and gave 
greater importance to body-related products such as apparel, which consequently resulted in 
overall concerns with fit in the online shopping context. In both Kim and Damhorst (2010) and 
Rosa et al. (2006), concerns with fit were found to have a negative effect on consumers’ online 
apparel purchase intentions. The results demonstrate that consumer concerns with fit could be 
a main impediment to online apparel shopping, resulting in part from both body dissatisfaction 
and low body esteem.  
Based on the results of these previous studies, it is plausible to assume that individuals 
who have low body esteem are likely to pay more attention to negative fit information in OCR 
than positive fit information in OCR because negative reviews may increase an individual’s fit 
concerns during online apparel shopping. Negative fit reviews may be more influential than 
positive fit reviews for these consumers, meaning that they are likely to perceive negative fit 
reviews as more credible and useful than positive fit reviews, giving them more confidence in 
the decision not to buy or order. By contrast, individuals who have high body esteem may be 
likely to perceive positive fit reviews as more believable and favorable, giving them 
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confidence in their decisions to order. These assumptions seem to be supported by the IDM’s 
concept of selective perception at the knowledge stage, defined as “the tendency to interpret 
communication messages in terms of the individual’s existing attitudes and beliefs” (Roger, 
2003, p. 171). 
In sum, for individuals with low body esteem, when they perceive a fit review as 
negative they may be more likely to believe the review and to confidently decide not to order 
the product. Individuals with higher body esteem, on the other hand, may be more likely to be 
affected by positive fit reviews in terms of review credibility, review evoked confidence in 
purchase, and attitude toward the review. Thus, Hypotheses 18-20 were proposed: 
H18. Individuals with lower body esteem (a: appearance, b: reflection, c: weight) are 
likely to perceive negative fit reviews as more credible than those with higher body 
esteem (a: appearance, b: reflection, c: weight). In contrast, individuals with lower body 
esteem (a: appearance, b: reflection, c: weight) are likely to perceive positive fit reviews 
as less credible than those with higher body esteem (a: appearance, b: reflection, c: 
weight). 
H19. Individuals with lower body esteem (a: appearance, b: reflection, c: weight) are 
likely to have more review evoked confidence in purchase when exposed to negative (fit 
reviews than those with higher body esteem (a: appearance, b: reflection, c: weight). In 
contrast, individuals with lower body esteem (a: appearance, b: reflection, c: weight) are 
likely to have less review evoked confidence in purchase when exposed to positive fit 
reviews than those with higher body esteem (a: appearance, b: reflection, c: weight).  
H20. Individuals with lower body esteem (a: appearance, b: reflection, c: weight) are 
likely to perceive negative fit reviews as more favorable than those with higher body 
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esteem (a: appearance, b: reflection, c: weight). In contrast, individuals with lower body 
esteem (a: appearance, b: reflection, c: weight) are likely to perceive positive fit reviews 
as less favorable than those with higher body esteem (a: appearance, b: reflection, c: 
weight). 
Casual attribution of fit problems  
In the current study, locus of causality in attribution theory was used to explore how 
consumers attribute their prior fit problems. Specifically, this study examined how attribution of 
fit problems (to the apparel industry vs. the self) and their general beliefs on controlling the 
effects of their own behavior and environment on consumer responses toward the valence of fit 
information in OCR. The two terms, locus of causality and locus of control, were often 
interchangeable in previous research (Weiner, Neirenberg, & Goldstein, 1976). However, the 
current study conceptualizes the two concepts. While “locus of fit causality” is used to refer to 
causal attribution of fit problems, “locus of control” is defined as a general personality 
characteristic or tendency.  
According to attribution theory, consumers make inferences as to the causes of problems 
(Weiner, 2000). Locus of causality refers to whether the consumer believes that causes (e.g., of 
problems with a service or product) lie with his or her personal disposition or with situational 
factors (Vázquez-Caielles, Río-Lanza, & Díaz-Martín, 2007). Folkes (1984) noted that locus of 
causality is essential for understanding the consequences of product failure. As with locus of 
control, there are two types of locus of causality: internal and external. Internal means that 
causes are related to personal reasons while external means that causes are associated with the 
environmental situation (Folkes, 1988; Heider, 1958).  
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 In consumer research, the locus of causality can be either in the consumer or in the 
manufacturer/seller (Folkes, 1984). The consumer’s causal attribution of product failure is 
determined based on “whether the cause of failure has something to do with the consumer or is 
located somewhere in the production or distribution of the product” (Folkes, 1984, p. 399). 
Similarly, when a consumer experiences problems in finding a good fit, she may attribute the 
problem either to her own body (internal) or to the garment manufacturer or retailer (external). 
This study defined causal attribution of fit problems as the extent to which the individual 
believes that the cause of fit problems lies in herself (internal attribution) or in outside factors 
(external attribution). 
The present study explored how consumer’s causal attribution of fit problems influences 
the relationship between the valence of a fit review and individual responses to the fit reviews in 
the context of online apparel shopping. Consumers who have had previous problems in finding a 
good fit may attribute the causes of fit problems either to their own bodies or to the 
designers/manufacturers and/or retailers. According to IDM (Rogers, 2003), the predispositions 
of individuals affect their behavior toward messages about innovations and the effects of those 
messages at the knowledge stage in the innovation adoption process. Based on selective exposure 
(Rogers, 2003), consumers’ causal attribution of their fit problems may affect their decisions to 
process or disregard information that is consistent with their existing attitudes and beliefs. If an 
individual has had a stronger tendency to attribute fit problems either internally or externally, 
she/he may tend to have more favorable attitude toward the review when the person sees a 
negative review than a positive review due to the consistency of his/her attitudes and beliefs. 
Then, one’s exiting attitudes and beliefs about fit may be more negative than are attitudes held 
by others who have experienced fewer problems in finding a good fit, which makes negative fit 
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reviews more consistent information with attitudes and beliefs. Thus, for those who have 
stronger tendency to attribute their fit problems to external or internal reasons, the effects of 
negative fit reviews are stronger on review credibility, review evoked confidence in purchase, 
and attitude toward the review, compared to those who have weaker tendency to attribute their fit 
problems to external or internal reasons. Individuals who are less likely to attribute their fit 
problems internally or externally are likely less sensitive to the effect of valence of fit review on 
credibility, confidence, and attitude than those who are more likely to attribute their fit problems 
internally or externally. Thus, Hypotheses 21-23 were proposed: 
H21. Individuals who are more likely to attribute prior fit problems more (a) internally or 
(b) externally are more likely to perceive negative fit reviews as more credible than those 
who are less likely to attribute prior fit problems internally or externally. In contrast, 
individuals who are more likely to attribute prior fit problems more (a) internally or (b) 
externally are likely to perceive positive fit reviews as less credible than those who are 
less likely to attribute prior fit problems internally or externally.  
H22. Individuals who are more likely to attribute prior fit problems more (a) internally or 
(b) externally are likely to have more review evoked confidence in purchase when 
exposed to negative fit reviews than those who are less likely to attribute prior fit 
problems internally or externally. In contrast, individuals who are more likely to attribute 
prior fit problems more (a) internally or (b) externally are likely to have less review 
evoked confidence in purchase when exposed to positive fit reviews than those who are 
less likely to attribute prior fit problems internally or externally. 
H23. Individuals who are more likely to attribute prior fit problems more (a) internally or 
(b) externally are likely to perceive negative fit reviews as more favorable than those who 
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are less likely to attribute prior fit problems internally or externally. In contrast, 
individuals who are more likely to attribute prior fit problems more (a) internally or (b) 
externally are likely to perceive positive fit reviews as less favorable than those who are 
less likely to attribute prior fit problems internally or externally. 
Locus of control 
Locus of control is a widely studied personality concept, which is considered important in 
describing individual differences (Lam & Mizerski, 2005). Rotter (1966) stated that “internal 
control refers to individuals who believe that reinforcements were contingent upon their own 
behavior, capacities or attributes. External control refers to individuals who believe that 
reinforcements are not under their personal control but rather are under the control of powerful 
others, luck, chance, fate, etc.” (p. 618). In general, individuals have different beliefs about the 
amount of control they have over their own behavior and environment (Lefcourt, 1982; Rotter, 
1966; Levenson, 1974). Individuals with a highly internal locus of control are likely to believe 
that they can control their own behavior and environment, and that they have considerable 
influenced over outcomes (Lam & Mizerski, 2005). By contrast, individuals with a highly 
external locus of control are likely to believe that their own behavior is influenced by external 
forces (e.g., fate, luck, or powerful others), and that outcomes are beyond their control (Lam & 
Mizerski, 2005). 
The concept of control is important for explaining an individual’s communication 
behavior (Rubin, 1993). According to social learning theory (Rotter, 1954), perceptions of 
personal control consist of a generalized expectancy about one’s ability to influence others and 
attitudes about oneself in relation to others. In addition, locus of control influences 
communication motivation and behavior (Rotter, 1966). When it comes to persuasion, those with 
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an internal locus of control are more resistant than those with an external locus of control (e.g., 
Lefcourt, 1982). In short, an individual with an external locus of control feels more controlled by 
outside events than one with an internal locus of control (Rotter, 1966).  
Previous studies have found that those with an internal locus of control are also activity-
oriented (Hoffman, Novak, & Schlosser, 2003) and risk-taking (Howell & Avolio, 1993; Miller 
et al., 1982). When it comes to information search, they are more likely to engage in a wider 
range of information search activities (Srinivasan & Tikoom, 1992) in order to gather data for 
their decision making (Lefcourt, 1982). On the other hand, those with an external locus of 
control tend to engage in avoidance behavior (Janssen & Carton, 1999). Their risk-avoidance 
behavior may result in feeling uncomfortable with unfamiliar situations and with the unknown 
sources of information provided by other consumers. The results of Lam and Miserski’s (2005) 
study confirmed that people with an internal locus of control are likely to engage in WOM with 
out-groups while people with an external locus of control are likely to engage in WOM with their 
in-groups. Hoffman et al. (2003) noted that an internal locus of control was related to greater 
comfort with the Internet and more experience of Internet. Thus, it is to be expected that those 
with an external locus of control would perceive negative fit reviews as more credible and 
favorable than positive fit reviews and that such reviews may give them the confidence to decide 
not to purchase the product due to their risk-avoiding nature. On the other hand, as internals may 
not bother to read reviews due to their risk-taking nature and they may not pay attention to the 
OCR because of their resistant tendency to persuasion, their perceived review credibility, review 
evoked confidence in purchase, and attitude toward the review between positive and negative 
reviews would be similar degree. Thus, Hypotheses 24-26 were proposed: 
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H24. Individuals with external locus of control are likely to perceive negative fit reviews 
as more credible than those with internal locus of control. In contrast, individuals with 
external locus of control are likely to perceive positive fit reviews as less credible than 
those with internal locus of control. 
H25. Individuals with external locus of control are likely to have more review evoked 
confidence in purchase when exposed to negative fit reviews than those with internal 
locus of control. In contrast, individuals with external locus of control are likely to have 
less review evoked confidence in purchase decisions when exposed to positive fit reviews 
than those with internal locus of control. 
H26. Individuals with external locus of control are likely to perceive negative fit reviews 
as more favorable than those with internal locus of control. In contrast, individuals with 
external locus of control are likely to perceive positive fit reviews as less favorable than 
those with internal locus of control.  
Hypothesized Model 
Figure 2.2. Hypothesized model 
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The hypothesized model is presented to show the above-mentioned hypotheses (see 
Figure 2.2).  
Exploratory Research Questions 
 One of the purposes in this study was to develop a scale of problems in finding a good fit. 
To date, previous studies have examined the relationship of gender to fit satisfaction in general 
and in specific body parts, and fit preference and fit problems in terms of physical aspects of fit 
(i.e., tightness and length). For instance, many researchers examined women’s fit satisfaction 
with respect to different body parts (Feather et al., 1996; Feather et al., 1997; LaBat & DeLong, 
1990), fit preference (Alexander et al., 2005; Pisut & Connell, 2007), and fit problems 
(Alexander et al., 2005; Makhanya et al., 2014). Overall, most female consumers expressed 
greater dissatisfaction with garment fit in their lower body compared to garment fit in their upper 
body parts (Feather et al., 1996; Feather et al., 1997; LaBat & DeLong, 1990). In Alexander et 
al.’s (2005) study, women had various fit preferences depending on their fit problems in certain 
body areas. For example, if she had fit problems at the hip and armhole, then she preferred semi-
fitted or loosely fitted jacket and dress. Furthermore, Pisut and Connell (2007) found that female 
consumers preferred semi-fitted garments in general. Fit problems at various body parts reported 
by female consumers were at bust, waist, hip, thigh, and length of pants, dress, and sleeve, and 
crotch (Alexander et al., 2005). Makhanya et al. (2014) provided evidence that female 
consumer’s perceived different levels of fit problems depended on their body types.  
Despite this documented research in women’s perception of fit, there were only two 
studies that the researcher is aware of that looked at fit problems and overall satisfaction with 
men’s clothing (Sindicich & Black, 2011; Chattaraman, Simmons, & Ulrich, 2013). Sindicich 
and Black (2011) found that male consumers had fit problems in specific features for shirt (tail 
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length, sleeve length, neck circumstance, cuffs circumstance, waist circumstance, and collar 
width) and pants (leg length, crotch length, and hip circumstance), and suit jacket (sleeve length, 
shoulder width, etc). In Chattaraman et al.’s (2013) study, men’s body size was positively related 
to men’s preferences for looser fit of dress shirts and polo shirts.  
While many studies of fit perception were conducted with either female or male 
consumers, Shin (2013) qualitatively investigated gender differences in overall fit satisfaction 
and fit problems and experiences. In Shin’s (2013) study, while both male and female young 
consumers were neutral to slightly satisfied with fit regarding ready-to-wear clothing in general 
and all three dimensions of fit were used by both male and female participants to describe fit, 
male participants were more likely to report fit problems in physical and functional aspects while 
female participants tended to mention aesthetic fit problems more frequently, especially those 
related to attractiveness 
Furthermore, previous studies on fit satisfaction and fit preference related to age showed 
that older women had greater dissatisfaction with garment fit (Plutt, 2011; Shim & Bickle, 1993) 
and preferred loose fit (Howarton & Lee, 2010; Manual, Connell, & Presley, 2012; Pisut & 
Connell, 2007; Simmons & Istook, 2003). Plutt (2011) found that women’s age was negatively 
related with their fit satisfaction, indicating that the degree of fit satisfaction decreased as age 
increased. Shim and Bickle (1993) found that petite older women were the least satisfied with 
general size and fit than women in medium and tall groups. In Manual et al. (2012)’s study, 
young female consumers in their 20s preferred a fitted jacket while female consumers in their 
30s preferred a loose fit. According to Howarton and Lee’s study (2010) on fit preferences 
among female baby boomers (born between 1946 and 1964), comfortable, well-fitted, and figure 
flattering garments were preferred. Pisut and Connell (2007) identified female consumers’ fit 
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problems in terms of garment tightness at various body parts (i.e., bust, waist, hip, thigh, upper 
arm, and back width). Women’s bodies are affected by age because they tend to gain weight, and 
their body types change to a pear or rectangular shape (Croney, 1971). Similarly, men’s age is 
positively related to their preference for higher waistline of jeans and looseness of dress shirt and 
polo shirt (Chattaraman et al., 2013).  
Considering the extensive empirical evidence on gender and age differences in 
consumer’s fit perception, it is important to explore an understanding of gender and age 
differences in perceived fit problems. Hence, two research questions were as follows: 
1. Are there gender differences in consumers’ perceived problems in finding a good fit? 
2. Are there age effects on consumer’s perceived problems in finding a good fit?   
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CHAPTER III. METHOD 
This chapter describes two studies: (1) development of a scale of fit problems and (2) an 
experimental study of the role of fit information in consumer purchase decisions. 
Study 1: Development of a Scale of Problems in Finding a Good Fit Encountered in General 
Scale development for this study followed the procedures outlined by Churchill (1979) 
and was augmented by other recommendations (e.g., Bentler & Bonnet, 1980; DeVellis, 2003; 
Gerbing & Anderson, 1988); the procedures have been utilized in several studies (e.g., Arnold & 
Reynolds, 2003; Babin, Darden, & Griffin, 1994; Guiry, Magi, & Lutz, 2006). Scale 
development took place in three steps: (1) item generation from focus group interviews and face 
and content validity assessment; (2) preliminary testing of reliability and validity, including 
confirmatory factor analysis using responses from female and male consumers who had a wide 
range of ages and geographic locations; and (3) final scale validation among female consumers 
with a wide range of ages and geographic locations. The focus group interviews in Study 1 were 
completed as part of Shin’s (2013) thesis which was conducted with female and male 
undergraduate students in a large Midwestern university (Shin, 2013; Shin & Damhorst, 2014).  
Study 1: Development of a Scale of Problems in Finding a Good Fit Encountered in 
General 
Step 1: Initial scale item generation 
Study 1 item generation created items that measure the problems generally encountered 
by consumers in trying to get a good fit in ready-to-wear apparel. The physical, aesthetic, and 
functional aspects of apparel fit were incorporated in the measure. The concept of fit and fit 
problems reviewed in Chapter 2 served as the conceptual guide for the development of the fit 
problems scale.  
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This scale is unique from other existing scales that used objective measures such as 
physical fit evaluation (e.g., dexterity tests and exercise protocol) and visual evaluations by 
external assessors (judges) because the study is focused only on subjective clothing fit as 
perceived by consumers. In addition, the scale of fit problems is intended to measure consumer 
fit problems in general across a wide array of shopping experiences rather than focusing on a 
specific body part, clothing category, or apparel item. 
Generation of scale items  
The questions used in the focus group interviews were: “What is good fit in clothing to 
you?” “What kind of criteria tell you that fit is good in apparel?” “What is bad fit in clothing to 
you?” “What kind of criteria tell you that fit is bad in apparel?” “In general, what are your 
experiences with apparel fit, bad or good? Please give some examples as to why.” “When you go 
shopping, what aspects of clothing give you the most problem with fit?” and “Think about 
clothing that you have purchased in the last two years. Can you remember when it did not 
perform well? Tell me about it. Why did it not perform well? Please explain.” These open-ended 
questions were used to capture the focus group’s ideas about the elements of good/bad fit and 
overall perceptions of fit based on past experiences (Shin, 2013; Shin & Damhorst, 2014). 
Based on the participants’ responses in my master’s thesis study (Shin, 2013; Shin & Damhorst, 
2014), items were developed for fit problems in three dimensions (physical, aesthetic, and 
functional). Items were drafted so that the content of each item clearly reflected one of the three 
aspects of problems in finding a good fit. Four items assessing fit problems in the physical 
dimension were generated to measure fit problems in terms of overall size, tightness, and length. 
Nine items assessing fit problems in the aesthetic dimension were developed to measure the 
difficulties consumers have in finding apparel products that provide a visually good fit related to 
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the appearance of their body and also to physical modesty and attractiveness. Finally, eight items 
assessing fit problems in the functional dimension were developed to measure the difficulty 
consumers have in finding apparel products that provide a functionally good fit when moving. 
The final measurement used a 7-point Likert-type scale to indicate varying degrees of agreement 
with each item or statement (1=strongly disagree, 7=strongly agree). The initial pool of 20 
generated items is shown in Table 3.1.  
Face validity and content validity  
To test the face validity of the initial items, two experts in the apparel field reviewed the 
generated items to confirm whether the instrument appears to assess the desired constructs. 
Content validity affirms whether the items cover all domains of the construct so that it is 
representative of the constructs. The evaluators were given the conceptual definition of 
“problems in finding a good fit” along with the scale items initially generated, and were 
instructed to retain and/or modify items based on their representation of the conceptual definition 
and clarity of wording to correct ambiguity, double-barreled questions, jargon, colloquialisms, 
and confusing items. Based on the experts’ reviews, any improper items were removed. 
Table 3.1. 20 Items for a Scale of Problems in Finding a Good Fit  
 
Please read the following statements and select ONE answer that best reflects your opinion. 
  Strongly disagree  ------------------------Neutral-------------------------- Strongly agree 
          1  2        3        4       5     6     7 
 
Based on my previous experience with clothing fit,  
I often have had problems in finding clothing that:  
Level of agreement 
1 2 3 4 5 6 7 
Physical dimension 
P1. Is tailored to my body 1 2 3 4 5 6 7 
P2. Is not too tight or not too loose 1 2 3 4 5 6 7 
P3. Is not too short (long enough) or not too long 1 2 3 4 5 6 7 
P4. Is not too small or not too large 1 2 3 4 5 6 7 
Aesthetic dimension 
A1. Shows my body shape without exposing too much of myself 1 2 3 4 5 6 7 
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Step 2: Preliminary test of reliability and validity 
To test and validate the fit problems scale, a representative sample of female and male 
consumers with a broad range of ages (over 18 year of age) and geographic locations in the 
United States was recruited using Amazon’s Mechanical Turk. A total of 400 participants, 
female and male respondents, participated in the web-based survey. Amazon Mechanical Turk 
offers several advantages, including collection of data with low susceptibility to coverage error 
caused by gaps between the sample and the total population and low risk of multiple responses 
by one person (Paolacci, Chandler, & Ipeirotis, 2010). In order to avoid spammers, qualification 
tests were included in the questionnaire (i.e., To insure that you are thoroughly reading each 
question please check disagree; Please select “seldom”). The time spent completing individual 
tasks was also checked to determine poor/low-effort responses. If the completion time fell below 
a pre-determined lower bound (the minimum amount of time required to actually complete the 
questionnaire), the respondent was dropped. Also, the respondent’s location was restricted to the 
US in increase likelihood of a basic level of English proficiency.  
Table 3.1. (Continued) 
 
A2. Shows off my body parts in a good way 1 2 3 4 5 6 7 
A3. Does not show my body flaws such as stomach or belly 1 2 3 4 5 6 7 
A4. Is flattering on me 1 2 3 4 5 6 7 
A5. Looks good on me 1 2 3 4 5 6 7 
A6. Changes how my height looks in a positive way 1 2 3 4 5 6 7 
A7. Makes me look attractive 1 2 3 4 5 6 7 
A8. Changes how my weight looks in a positive way 1 2 3 4 5 6 7 
Functional dimension 
F1. I can move and sit down in easily  1 2 3 4 5 6 7 
F2. I can move around in comfortably in every direction  1 2 3 4 5 6 7 
F3. Does not restrict my movement  1 2 3 4 5 6 7 
F4. Allows me to move my arms when I reach for something  1 2 3 4 5 6 7 
F5. Helps me do daily activities more comfortably and easily 1 2 3 4 5 6 7 
F6. Makes me feel comfortable while wearing it 1 2 3 4 5 6 7 
F7. Does not constantly slip off while walking around  1 2 3 4 5 6 7 
F8. Does not constantly need to be pulled up 1 2 3 4 5 6 7 
  
54 
The internal reliability of each measure was assessed using Cronbach’s alpha. 
Convergent validity and discriminant validity were assessed with measurement model testing via 
confirmatory factor analysis (CFA).  
Confirmatory factor analysis (CFA)  
CFA was performed to test the items. A measurement model was generated using Mplus 
7.4 (Muthén & Muthén, 2014). A series of CFAs was conducted until the results indicate a good 
model fit in order to finalize the scale items for each latent variable (i.e., physical, aesthetic, and 
functional fit). Modification indices (MIs) were examined; if the random error terms for two 
items are highly correlated, the item with the lowest factor loading on the construct was removed 
to improve model fit (Brown, 2006).  
To finalize the fit problems scale, a number of indices was employed to evaluate the 
goodness of model fit: comparative fit index (CFI; .95 = good fit) and root mean square error of 
approximation (RMSEA; .07 = good fit) (Hair, Black, Babin, Anderson, & Tatham, 2006) and 
standardized root mean square residual values (SRMR; .08 = good fit) (Hu & Bentler, 1999). 
Reliability testing was conducted, including Cronbach’s α and composite reliability as suggested 
by Fornell and Larcker (1981). Constructs with Cronbach’s α values that exceed the cutoff point 
of .70 were retained, as suggested by Nunnally and Bernstein (1994). 
Convergent and discriminant validity of the factors were examined to establish construct 
validity. Convergent validity refers to “the extent to which it [a scale] correlates highly with 
other methods designed to measure the same construct” (Churchill, 1979, p. 70). Convergent 
validity was examined in three ways: significant factor loadings of the items on their targeted 
latent variables in the measurement model (Krause, Scannell, & Calantone, 2000), squared 
multiple correlation (SMC) (Gerbing & Anderson, 1988), and variance of each dimension 
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(Fornell & Larcker, 1981). The items were considered to show convergent validity when all 
factor loadings are in the anticipated direction and magnitude and are significant at p < .50 
(Krause, Scannell & Calantone, 2000). A high SMC (SMC > .50) indicates convergent validity 
(Gerbing & Anderson, 1988). The variance of each dimension that exceeds .50 shows 
convergent validity (Fornell & Larcker, 1981). 
Discriminant validity refers to the uniqueness of the constructs (Pedhazur & Schmelkin, 
1991). Discriminant validity among the three dimensions of problems in finding a good fit was 
assessed using a chi-square difference test between each pair of constructs, in which the fit of 
correlated two-factor models with that of one-factor models for each possible pair of dimensions 
are compared. The results of chi-square difference tests (p < .001) for each pair indicated 
discrimination among the dimensions even though the correlations among the three dimensions 
may be strong. 
Step 3: Final scale validation 
 To further validate the scale of problems in finding a good fit, more responses were 
collected. Only female participants were recruited. Step 3 replicated the analysis for the 
reliability, convergent validity, and discriminant validity tests in Step 2. Nomological validity of 
the scale was evaluated by testing correlations between the scale with the measures of body 
esteem.  
Study 2: An Experimental Study of the Role of Fit Information in Consumer Decision-
making Process 
I investigated the effect of fit information provided in online consumer reviews on 
purchase decisions among female consumers in the United States over 18 years of age. A one-
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factor (valence: negative vs. positive review) within-subject design with several moderators 
(body esteem, problems in finding a good fit, locus of control, and causal attribution) was tested.  
Stimulus development  
The study included four steps for developing stimuli for the main study. The first two 
stimulus development steps were conducted to choose an apparel product category and apparel 
product. The third step developed mock consumer reviews and mock verbal information about 
the product to appear as if they were provided by the online retailer. In the fourth step, the mock 
verbal fit information provided in online consumer reviews was tested to determine whether 
manipulation of verbal fit information in terms of the review valence worked properly. In order 
to test Hypotheses 1 to 18, a mock website was developed to test two different valences of verbal 
fit review (negative vs. positive) provided in consumer online reviews. A fictitious apparel 
retailer was created to eliminate the effect of consumers’ prior formed or favorable attitude 
toward a particular retailer.  
Step 1—Selecting the apparel category  
The purpose of this step is to select a relevant apparel product category for online 
shopping. In Amazon Mechanical Turk, a web-based survey was conducted on a sample of 
female participants (see APPENDIX B).  
Participants completed the online questionnaire created using Qualtrics. Participants were 
be asked to rate on a 7-point scale (1=never, 2=rarely; 3=seldom, 4=sometimes; 5=often; 
6=usually; and 7=always), “If you shop for clothing online, which clothing categories do you 
often shop for online?”. Ten apparel product categories were provided: tops and shirts, sweaters, 
dresses, skirts, jeans, pants and shorts, jackets, outdoor wear jackets and coats, underwear, suits, 
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and other with a blank box for text entry. The most frequently selected apparel product category 
was chosen for Step 2.  
Step 2—Selecting the specific product 
  In this step, a particular product within the product category (tops and shirts) selected in 
Step 1 was identified for the stimuli in the main study. Ten pictures of apparel products with 
numerous online consumer reviews were chosen from existing online retailers’ websites (see 
APPENDIX C). Apparel products that had numerous online consumer reviews were selected 
because actual consumer reviews are necessary for the later step of developing verbal stimuli of 
fit information.  
These ten apparel products were shown to participants in a second Qualtrics survey. The 
participants were asked a few questions regarding each product. Female participants over age of 
18 were recruited through Amazon Mechanical Turk. Participants were asked to evaluate each of 
the ten apparel products in terms of attractiveness, fashionableness, and likability, using a 7-point 
Likert scale (Cox & Cox, 2002). From the most highly rated items, one apparel product was 
selected for the main experiment stimulus. 
Step 3—Developing product information and reviews 
The purpose of this step is to develop the information provided by the “seller” and a set 
of verbal fit information generated by “consumers” to be included in the mock stimulus website. 
For information provided by the pretend seller, both visual (e.g., pictures of the apparel product) 
and verbal information (e.g., color, how the size runs (overall fit), size, size chart, (bust-waist-hip 
size chart), price, fabric, silhouette, details, care, shipping & returns) were created based on 
information provided on actual apparel shopping websites. A lighter color version of the product 
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with three other color options were shown to help participants see the details. The model’s 
ethnicity was not White, so as not to alienate persons of color in the sample. 
For the “consumer” written reviews of fit information, two fit reviews (one negative 
review and one positive review) were adapted from the actual consumer reviews of the product 
taken from the actual online apparel retail website. The two fit reviews were modified in such a 
way that each set of reviews clearly reflected its valence, negative or positive. These two fit 
reviews, one negative and one positive, all with similar word length, were reviewed by experts in 
apparel studies. 
Step 4—Pretest 
A web-based Qualtrics questionnaire was developed to check whether the manipulation 
of valence was successful and to serve as a pretest before the main study (see APPENDIX D). A 
convenience sample of female participants was asked to examine the wording of the 
questionnaire. Participants were first asked to answer questions regarding body esteem, problems 
in finding a good fit, locus of control, and causal attribution of fit problems. Then each 
participant was asked to look at the mock website embedded in Qualtrics where they would 
browse information about the selected apparel product, including verbal and visual product 
information provided by the pretend online retailer and two fit reviews provided by pretend 
consumers (stimuli developed in Steps 1-3 above).  
Next, respondents were asked to carefully read the fit information provided in the online 
consumer reviews and answer questions regarding each review. The questions to evaluate each 
online consumer review included measures of perceived valence, perceived credibility, review 
evoked confidence in purchase, and attitude to the fit review. The question about the perceived 
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valence of fit information (i.e., “The fit information provided by this reviewer is negative” 
(1=Strongly disagree to 7=Strongly agree)) was included for a manipulation check.  
The participants were then asked to look through the mock website again to browse 
overall product information. They were asked questions about perceived site credibility, overall 
confidence in purchase, attitude to overall product information, and attitude toward the product. 
In addition, attitude toward the retailer and future purchase intention were assessed. Then, 
demographic information and experiences in online apparel shopping were asked.  
Main Study 
A one factor (valence of the fit review) within-subject experimental design was employed 
to examine how the valence of verbal fit information in consumer online reviews affects 
consumer’s responses to reviews, which may affect their responses to overall product 
information and their decision making with regards to the retailer. 
Sample and data collection procedure 
 The sample consisted of women in the United States who are over 18 years of age and 
who live in United States. Amazon Mechanical Turk (AMT) was used to recruit participants. 
AMT offers several advantages, including collection of data with low susceptibility to coverage 
error and low risk of multiple responses by one person (Paolacci, Chandler, & Ipeirotis, 2010). In 
order to determine poor/low-effort responses, two screener questions were included in the 
questionnaire (i.e., To ensure that you are thoroughly reading each question please check 
disagree; Please select “seldom”). Also, the respondent with a completion time fell below a pre-
determined lower bound (the minimum amount of time required to actually complete the 
questionnaire) was dropped. Lastly, to ensure that participants have a certain level of English 
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proficiency, the survey was only accessible to participants with Internet Protocol (IP) addresses 
located at the US. 
After obtaining IRB approval (see APPENDIX A), the informed consent document was 
uploaded to AMT. Participants who electronically sign the informed consent document were 
asked to fill out a web-based survey hosted by Qualtrics. An online survey is appropriate for this 
type of study because participants can continue to answer the survey questions after they visit the 
mock website (Evans & Mathur, 2005). 
 The survey consisted of five parts (see APPENDIX D). In Phase 1, respondents were 
asked questions in Qualtrics related to body esteem, problems in finding a good fit, locus of 
control, and causal attribution of fit problems. In Phase 2, the participants were asked to read a 
scenario (i.e., Please pretend that you are involved in online shopping for an apparel product) and 
instructions (i.e., Please browse the website and look at the information provided). Then they 
were asked to browse the mock website that is embedded in Qualtrics. Part 3 of the survey 
contains questions about each fit review, including perceived valence, perceived credibility, 
review evoked confidence in purchase, and attitude toward the fit review. For those questions, 
each fit review shown in the mock website was provided to remind participants. Part 4 of the 
questionnaire contained questions regarding overall product information provided on the website 
(site credibility and overall confidence in purchase), attitude toward the product (attractiveness, 
likability, and fashionability of the apparel product), attitude toward the retailer, and future 
purchase intention. At the beginning of Part 4, the mock website was included as a reminder. 
Last, questions regarding demographic information and frequency of online apparel shopping 
(e.g., If you shop for clothing online, which clothing categories do you often shop for online?) 
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with a 7-point scale (1=never, 2= rarely, 3=seldom, 4=sometimes, 5=often, 6=usually, and 
7=always) were asked in Part 5.  
Table 3.2 summarizes the process of data collection for Study 1 and Study 2.  
Table 3.2. The Process of Data Collection for Each Study 
Data collection method 
(Sample) 
Study 1: Scale 
development 
Study 2: Experimental 
design 
Web-based survey in 
Amazon Turk (female and  
male participants) 
To conduct preliminary 
test of reliability and 
validity 
Stimulus development – 
Step 1: To select a clothing 
category 
Web-based survey in 
Amazon Turk (female 
participants) 
 Stimulus development – 
Step 2: To select a specific 
clothing product 
Web-based survey (female 
participants) 
 Pretest - To check the 
manipulation of valence of 
fit information in OCR 
Web-based survey in 
Amazon Turk (female 
participants) 
To conduct final 
validation of the scale  
Main study (One factor 
(valence of the fit review) 
within-subject experimental 
design): To examine the role 
of fit information in OCR in 
consumer’s decision making 
 
Instruments 
 Individual characteristics. One of the objectives of this study is to investigate the 
effects of four different individual characteristics (problems in finding a good fit, body esteem, 
locus of control, and causal attribution of fit problems) on responses to fit information in online 
consumer reviews in the context of apparel shopping.  
Problems in finding a good fit. Problems in finding a good fit were measured using the 
scale developed in Study 1. The description of items was updated since Study 1 was completed. 
This measure assesses the difficulty consumers have encountered in general in finding a good fit. 
The measure has three dimensions: physical, aesthetic, and functional fit. In the physical 
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dimension, the items measure the extent to which consumers have had difficulty in finding a 
good fit in terms of size, length, and tightness. In the aesthetic dimension, the items measure the 
extent to which consumers have experienced problems in finding a good fit related to overall 
appearance, attractiveness, and modesty. In the functional dimension, the items measure the 
extent to which consumers have had difficulty in finding a good fit related to restrictions on body 
movement and comfort.  
Body esteem. The measure for body esteem was adapted from the Body-Esteem scale for 
Adolescents and Adults (Mendelson et al, 2001) (23 items) using a 7-point Likert scale (1=never, 
2=rarely, 3=seldom, 4=sometimes, 5=often, 6=usually, 7=always). The scale consists of three 
sub-themes: appearance (10 items), weight (8 items), and attribution (5 items). An example 
statement from the appearance subscale is “I like what I look like in pictures.” An example 
question from the weight subscale is “I feel I weigh the right amount for my height.” In a 
previous study, Cronbach’s alphas were .92 for appearance, .94 for weight, and .81 for 
attribution (Mendelson et al., 2001). The dimension of attribution was referred to as reflected 
body esteem or body esteem-reflection in this study.  
Locus of control. To measure individual locus of control, this study adapted Rotter's 
(1966) Internal-External (I-E) scale. This scale measures the extent to which people believe they 
exercise control over their lives (internally controlled) or feel their destinies are beyond their 
own control and determined by fate, chance, or powerful others (externally controlled). For 
example, sample questions of this scale include: (1-a) Many of the unhappy things in people's 
lives are partly due to bad luck; (1-b) People's misfortunes result from the mistakes they make; 
(2-a) One of the major reasons why we have wars is because people don't take enough interest in 
politics; (2-b) There will always be wars, no matter how hard people try to prevent them. This 
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measure consists of 29 forced-choice items including 6 filter questions. Scores range from 0 to 
23. One point is scored for each external option chosen by the participants. Thus, the higher the 
score, the more external the individual is. This scale has been found to have acceptable test-retest 
reliability (.72) and good discriminant validity with low correlations with intelligence, social 
desirability, and political liberalness (Lester & Bishop, 1997).  
Causal attribution of fit problems. Causal attribution of fit problems refers to whether 
the cause of fit problems lies in the individual (internal) or in outside factors (external). Based on 
the results of the previous study (Shin, 2013), the causes of fit problems were identified either 
internally (i.e., an individual’s body and knowledge) or externally (i.e,. brands or manufacturers). 
The scale with nine items using a 7-point Likert scale (1=strongly disagree, 7=strongly agree) 
was developed and confirmed by two professionals in apparel merchandising areas. Four items 
reflected external causal attribution (i.e., (1) I have fit problems because of size inconsistency 
between brands; (2) I have fit problems because of size inconsistency within a brand; (3) I have 
fit problems because the apparel industry does not have a good fit system; (4) I have fit problems 
because apparel sold today is poorly made) and five itmes reflecting internal causal attribution 
(i.e., (1) My fit problems are due to my body shape; (2) My fit problems are due to my body size; 
(3) My fit problems stem from my non-standard body; (4) My fit problems are because I am 
overweight or underweight; (9) My fit problems are because I am too tall or too short).  
Responses to reviews. Assessment of responses to the reviews included review 
credibility, review evoked confidence in purchase, and attitude toward the fit reviews.  
Review credibility. Credibility of each of the two reviews was measured by adapting a 
scale from Cheung et al. (2009). The three items were revised to fit the context of this study: (1) 
“I think the message that I read is factual”; (2) “I think the review that I read is accurate”; (3) “I 
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think the review that I read is credible.” The original scale used a 5-point Likert scale, but for 
this study we used a 7-point Likert scale (1=strongly disagree, 7=strongly agree). A Cronbach’s 
α = .88 was found in the Cheung et al. study (2009).  
Review evoked confidence in purchase. Review evoked confidence in purchase refer to 
the extent to which individuals believe their purchase decision is a good one based on the fit 
review. To measure confidence in purchasing decisions based on each of the two reviews, three 
items were adapted from Barden and Petty’s (2008) scale of attitude certainty, each using a 7-
point Likert scale: (1) “Based on the review, how certain would you be about your decision to 
buy (not to buy) the garment?” (1=not at all certain, 7=very certain); (2) “Based on the review, 
how sure would you be about your decision to buy (not to buy) the garment?” (1=not at all sure, 
7=very sure); (3) “Based on the reviews how confident would you be about your decision to 
purchase (not to purchase) the garment? (1=not at all confident, 7=very confident).” A 
Cronbach’s α of .90 for the entire scale was recorded by Barden and Petty (2008).  
Attitude toward the review. Four items were selected from Holbrook and Batra (1987) 
and were used for each of the four reviews. Although the original items used a 5-point scale, this 
study measured attitude on a 7-point scale anchored by “like/dislike,” “positive/negative,” 
“favorable/unfavorable,” and “good/bad.” Holbrook and Batra found a Cronbach’s α = .96 for 
the scale in their study.  
Responses to overall product information. In addition to responses to the fit reviews, 
participants' responses to overall product information were measured using two scales: site 
credibility and overall confidence in purchase. These two measures are basically the same as 
those used for responses to the reviews, but the measures were revised to measure responses to 
overall product information. 
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Site credibility. Site credibility is defined as the extent to which individuals believe the 
overall product information on a website is credible. This was measured using three items 
adapted from Cheung et al. (2009): (1) “I think the overall product information shown on this 
website is factual;” (2) “I think the overall product information shown on this website is 
accurate;” (3) “I think the overall product information shown on this website is credible.” In this 
study, the three items were rated on a 7-point Likert scale (1=strongly disagree, 7=strongly 
agree). 
Overall confidence in purchase. Overall confidence in purchase refers to the extent to 
which individuals believe their purchase decision is a good one based on the product information 
provided. This was measured using the scale adapted from Barden and Petty’s (2008) study of 
attitude confidence, each on a 7-point Likert scale. The three items are: (1) “Based on the 
product information provided, how certain would you be about your decision to buy the 
garment?” (1=not at all certain, 7=very certain); (2) “Based on the product information provided, 
how sure would you be about your decision to buy the garment?” (1=not at all sure, 7=very 
sure); (3) “Based on the product information provided, how confident would you be about your 
decision to purchase the garment?” (1=not at all confident, 7=very confident). 
Attitude toward the online retailer. Five items were adapted from Spears and Singh 
(2004), all rated on a 7-point Likert scale: “Please describe your overall feelings about the online 
retailer presented in the website you just saw:” (1) “Bad/good,” (2) “Unappealing/appealing,” (3) 
“Unpleasant/pleasant,” (4) “Unfavorable/favorable,” and (5) “Unlikable/likable.” Cronbach’s α = 
.97 for the measure in the Spears and Singh study. 
Future purchase intention. Three items adapted from Kim and Lennon (2000) were 
used to measure future intention or willingness to purchase from the mock retailer site. The three 
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questions were revised to fit the context of this study as follows: (1) “How likely would you be 
to shop with this online retailer in the next year?” (2) “How likely would you be to actually 
purchase clothing items from the online retailer that you saw today?” (3) “How likely would you 
be to buy apparel from the online retailer, if you found something you like?” Each item was rated 
on a 7-point Likert scale (1=Strongly disagree to 7=Strongly agree). Kim and Lennon found a 
Cronbach’s α of .90. 
Manipulation check. For verbal fit information, a manipulation check was performed to 
see whether the degree of valence in verbal fit information provided in consumer reviews is 
appropriately perceived by the participants. One item measured perceived valence of fit 
information as follows: “The fit information provided by this reviewer is negative” (1=Strongly 
disagree to 7=Strongly agree). 
Demographics and Internet shopping experience. Participants were asked to provide 
demographic information (age, ethnicity, nationality, geographic location), physical information 
(height, weight, usual clothing size, bust-waist-hip size, body shape) and previous experience 
with the Internet, online apparel shopping, and use of product information and online consumer 
reviews.  
Covariate. To control for the effects of possible confounding variables, participants 
completed questions regarding their attitude toward the product. If the results (i.e., the effects of 
attitude toward the product on attitude toward the retailer and future purchase intention) are 
statistically significant, the variable was used as a covariate variable in the research model. 
Furthermore, to test post-hoc hypotheses 1-3, attitude toward the product was used as a 
moderator on the relationship between review valence and responses to the review. 
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Attitude toward the product. Attitude toward the product was measured by adapting a 
scale from Cox and Cox (2002). Attitude was measured in terms of the product's perceived 
attractiveness, fashionableness, and likability, using three items on a 7-point Likert scale as 
follows: “The blouse/shirt shown on the website is _______.” (1) “Attractive/Not attractive;” (2) 
“Likable/Not Likable;” (3) “Fashionable/Not fashionable.”  
Order effect. The order of the valence and wording of fit information in online consumer 
reviews may affect individuals’ responses toward overall product information (site credibility 
and overall confidence in purchase). Participants were randomly assigned to two different 
presentation orders of the fit reviews on the mock website containing two kinds of fit reviews, 
one negative and one positive. 
Data Analysis 
Preliminary analysis 
Cronbach’s alpha was used to evaluate reliability of the variables. Unidimensionality, 
convergent validity, and discriminant validity were assessed through confirmatory factor analysis 
(CFA) using Mplus 7.3 (Muthén & Muthén, 2014).  
Hypothesis testing 
To test the hypotheses, two types of analysis were conducted: multilevel analysis for 
Phase 1, testing H1 to H3, H15 to H26, and post-hoc H1 to H3; and structural equation modeling 
for Phase 2, testing H4 to H14 and possible post-hoc H4 to H7.  
Phase 1  
Multilevel modeling is used to analyze data that has a hierarchical structure with at least 
two different levels. Multilevel analysis (MLA) refers to “a methodology for the analysis of data 
with complex patterns of variability, with a focus on nested sources of such variability” (Snijders 
  
68 
& Bosker, 2012, p. 1). Variability refers to the distinctions made between groups, which are 
individuals in this study. Although previous studies involving repeated measures data have 
usually used repeated measure-ANOVA (Quené & Bergh, 2004), this study chose MLA as an 
alternative analysis tool for repeated measures data for several reasons. According to Quené and 
Bergh’s (2004) data simulation, MLA has many advantages over ANOVA: (1) MLA is better at 
finding effects and contrasts in the data; (2) it does not require disputable assumptions, such as 
homogeneity of variance and sphericity; (3) it allows researchers to estimate variance and 
covariance explicitly; (4) it explains the sampling hierarchy; and (5) it allows researchers to 
analyze incomplete data. 
Due to the multilevel nature of the hypotheses and the presence of repeated responses to 
each fit review from each individual, random coefficient regression is an appropriate method of 
analysis in this study. One-factor within-subject design with repeated measures of responses to fit 
reviews has two levels of data: the micro-level is the fit reviews (i.e., the repeated measures) 
while the macro level is the individuals. For example, each individual rated her response two 
times to the two sets of reviews (one positive and one negative review) while each respondent 
answered the questions once regarding her individual characteristics (i.e., problems in finding a 
good fit, body esteem, locus of control, and casual attribution of fit problems). Thus, for each 
individual, two sets of scores were generated regarding the valence of fit reviews but only one set 
of scores was generated for each individual's characteristics.  
Using multilevel modeling notation from Snijders and Bosker (1999), the multilevel 
model consists of one Level 1 predictor (x1) and nine Level 2 predictors (z1, z2, z3, z4, z5, z6, z7, 
z8, z9) for each outcome variable (Y1, Y2, and Y3). Because the equations are the same for each 
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outcome variable, the outcome variable in the equations is noted as Yij (i = the review, j = an 
individual). The models are: 
Level 1 model: Yij = β0j + β1jx1ij + rij  
Level 2 model: β0j = γ00 + γ01z1j + γ02z2j + γ03z3j + γ04z4j + γ05z5j + γ06z6j + γ07z7j + γ08z8j + 
γ09z9j + u0j; 
β1j = γ10 + γ11z1j + γ12z2j + γ13z3j + γ14z4j + γ15z5j + γ16z6j + γ17z7j + γ18z8j + γ19z9j + u1j 
Based on the equations above, the responses to the fit review (as measured by perceived 
credibility, review evoked confidence in purchase, and attitude toward the review) is a function 
of (a) the average response of the individual intercept (β0j), (b) the regression slope (β1j) 
multiplied by the valence of the fit review, and (c) the residual error for the fit reviews. From 
this, the average response of the individual is a function of the overall grand mean (γ00), fixed 
coefficients (γ01- γ03) multiplied by the individual’s problems in getting a good fit (z1j- z3j), fixed 
coefficients (γ04- γ06) multiplied by the individual’s body esteem (z4j-z6j), fixed coefficients (γ07- 
γ08) multiplied by the individual’s causal attribution of fit problems (z7j- z8j), a fixed coefficient 
(γ09) multiplied by the individual’s locus of control (z9j), and a group level error term (see the 
first equation in the Level 2 model). The second equation in the Level 2 model states that the 
relationship between the outcome variable (response to the fit review) and the valence of the fit 
review depends on the difference in an individual’s different characteristics. More specifically, if 
γ11 is positive, the effect of the predictor (i.e., the valence of the fit review) was larger for 
individuals who have more problems finding a physically good fit. Conversely, if γ11 is negative 
then the effect of the predictor was smaller with individuals who have fewer problems finding a 
physically good fit. In the equation of Level 2 model, γ10 is the group level average of the valence 
of fit reviews, and u1j is the slope variance.  
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The full version of the multilevel model adds a Level-one variable (x1: valence of fit 
reviews) and nine Level-two variables (z1j-z9j) and is as follows: 
Yij= γ00 + γ10x1ij+ γ01z1j+ γ02z2j + γ03z3j + γ04z4j + γ05z5j + γ06z6j + γ07z7j + γ08z8j + γ09z9j + 
γ11x1ij*z1j + γ12x1ij*z2j + γ13x1ij*z3j + γ14x1ij*z4j + γ15x1ij*z5j + γ16x1ij*z6j + γ17x1ij*z7j + 
γ18x1ij*z8j + γ19x1ij*z9j + u1jx1j+ u0j + rij 
In the full model, the terms γ11x1ij *z1j, γ12, x1ij*z2j, γ13x1ij*z3j, γ14x1ij*z4j, γ15x1ij*z5j, 
γ16x1ij*z6j , γ17x1ij*z7j , γ18x1ij*z8j , and γ19x1ij*z9j are cross-level interaction terms that appear as 
a result of modeling the varying regression slopes for the valence of the review with the 
individual’s characteristics. All the cross-level interaction effects were tested simultaneously. 
In the full model equation, Yij represents the outcome variables -- that is, the responses to the 
fit reviews (i.e., Y1ij = perceived credibility, Y2ij = review evoked confidence in purchase, and 
Y3ij = attitude toward the fit review). As noted earlier, the explanatory variable at Level 1 is 
denoted x1, which is the valence of fit information in online consumer reviews. The Level 2 
predictors, denoted as z1j, z2j, z3j, and z4j, are problems in finding a good fit, body esteem, 
causal attribution of fit problems, and locus of control. Regression parameter γ10 is the fixed 
effect coefficient for the Level 1 variable. Regression parameters γ01, γ02, γ03, and γ04 are the 
fixed effect coefficients for the Level 2 variables. The coefficients for cross-level interaction 
are γ11, γ12, γ13, γ14, γ15, γ16, γ17, γ18, and γ19 . γ01 is a general mean of the dependent variable. 
Residuals u0j + rij represent the random parts of the model (u0j is a random effect at the group 
level; rij is a random effect at the individual level).  
SAS PROC MIXED was used to conduct iterative maximum likelihood estimation 
(MLE) regression analyses (SAS Institute Inc., 1996; Singer, 1998) to analyze the multilevel 
models. Null model without any predictors of dependent variables was analyzed to identify 
variations in mean of the dependent variables across individuals. The fixed effect coefficients 
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for independent variables for both fit reviews and individuals were included while adjusting 
for random intercepts between individuals. For each regression model, the fixed effect 
coefficients as well as the random effect variances were presented.  
 Figure 3.1. A hypothesized two-level model (Phase 1) 
Thus, H1 to H3 regarding the effect of valence of fit reviews on consumer response to the 
reviews (measured by perceived credibility, review evoked confidence in purchase, and attitude 
toward the fit reviews) and the moderating effect of individual differences (problems in finding a 
good fit, body esteem, locus of control, and casual attribution of fit problems) were tested using 
MLA (Phase 1) as shown in Figure 3.1.  
Phase 2 
To test H4 to H14 as shown in Figure 3.2, confirmatory factor analysis (CFA) and 
structural equation modeling (SEM) were performed using Mplus 7.3 (Muthén & Muthén, 2014). 
CFA of the measurement model was conducted to validate internal structure and confirm 
stability of the scale (Thompson, 2004). Based on CFA results, three structural models—fully 
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recursive, hypothesized model, and alternative models—were specified. To assess the fit of the 
model, multiple goodness of fit indices were used: chi-square statistics, comparative fit index 
(CFI; .90 = good fit), root mean square error of approximation (RMSEA; .08 = good fit) (Hair et 
al., 2006), and standardized root mean square residual values (SRMR; .08 = good fit) (Hu & 
Bentler, 1999).  
 
Figure 3.2. A hypothesized model (Phase 2)  
Exploratory research questions 
To answer the first research question, multiple group CFA was employed to examine the 
differences between males and females in terms of the model fit, factor loadings of each item on 
its respective fit problem dimension, and means of each dimension of fit problems. Furthermore, 
for the second research question, the effects of age on each dimension of the fit problems were 
tested by examining the correlations between age and the fit problem dimensions.  
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CHAPTER IV. RESULTS OF STUDY 1—DEVELOPMENT OF A SCALE OF 
PROBLEMS IN FINDING A GOOD FIT 
 Chapter 4 provides the results of Study 1 on development of a scale for measuring 
problems in finding a good fit. Two data analyses were conducted in Study 1. The first was a 
preliminary test of reliability and validity of the scale of problems in finding a good fit. By 
examining the preliminary test results, two exploratory research questions were answered. The 
second analysis was conducted to finalize the scale and to examine the validity and reliability of 
the scale.  
Preliminary Test of Reliability and Validity 
Sample 
The data was collected using Amazon Mechanical Turk to solicit participants. A total of 
400 respondents who were 18 years or older and lived in the United States participated. Of these, 
336 responses were usable based on survey completion time (over 3 minutes) and correct 
answers to one filter question that was included in the middle of the questionnaire (i.e., To 
ensure that you are thoroughly reading each question please check disagree). Each participant 
was paid 25 cents upon survey completion. 
The 336 respondents consisted of 238 female (70.8%), 96 male (28.6%), and one 
participant with a gender identity of “other.” The mean height and weight were 5’6” (SD = 
4.03”) and 170.60 lbs (SD = 47.38 lbs) (see Table 4.1). The mean age of respondents was 36.04 
(SD = 11.92). Ages were grouped by adult life stage (Erickson, 1950; Levinson, 1996): early 
adulthood (age 17-40, although no one below age 18 was included in this study), middle 
adulthood (age 41-65), and late adulthood (age 66 and above). Adult life stage and changes in 
body weight and size are related, according to previous studies. Newman et al. (2001) and 
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Ogden, Fryar, Carroll, & Fregal (2004) found that body weight and size both increased from 
early to middle adulthood, while women’s weight begins decreasing during late adulthood. 
According to Table 4.1, a majority of the participants were in early adulthood (70.1%), followed 
by middle adulthood (27.8%) and late adulthood (2.1%).  
Most participants were White or European American (75.9%). Twenty three were Asian 
or Asian American (6.8%) and twenty were Black or African American (6.0%), followed by 
multi-ethnic (6.5%), Hispanic or Latino (3.9%), and Native American (.3%). Approximately 
38% of respondents shopped for clothing products in a store every two to three months, followed 
by every month (27.1%), and two or three times a year (25.3%). For online clothing shopping, 
some participants shopped for clothing online every month (23.5%), every two or three months 
(29.2%), and two or three times a year (27.7%). A majority of participants (78.6%) usually spent 
$100-$499 (41.7%) on clothing products per year, while others spent $500-$999 (23.5%) or 
$1,000-$1,499 (13.4%). A small number of respondents (16.4%) spent more than $1,500 on 
clothing per year, while a few participants (4.8%) spent less than $100 on clothing for a year.  
Table 4.1. Sample Characteristics, Preliminary Test  
  f % M SD 
Height (n = 336)   5’6” 4.03” 
Weight, in lbs (n = 334)   170.60 47.38 
Age (n = 335)   36.04 11.92 
18-40 235 70.1   
41-65 93 27.8   
66-73 7 2.1   
Gender (n = 335)     
 Male 96 28.6   
 Female 238 70.8   
 Other 1 .3   
Ethnicity (n = 336)     
 Native American 1 .3   
 Black or African American 20 6.0   
 Asian or Asian American 23 6.8   
 Hispanic or Latino 13 3.9   
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 Table 4.1. (Continued) 
 
 Native Hawaiian or Pacific Islander - -   
 White or European American 255 75.9   
 Multi-ethnic 22 6.5   
 Other - -   
Frequency of in-store apparel shopping (n = 333)   
 Almost every day 1 .3   
 More than once a week 1 .3   
 Every week 16 4.8   
 Every month 91 27.1   
 Every two or three months 126 37.5   
 Twice or three times a year 85 25.3   
 Once a year 12 3.6   
 Other 1 .3   
Frequency of online apparel shopping (n = 333)   
 Almost every day 3 .9   
 More than once a week 8 2.4   
 Every week 31 9.2   
 Every month 79 23.5   
 Every two or three months 98 29.2   
 Twice or three times a year 93 27.7   
 Once a year 20 6.0   
 Other 1 .3   
Spending on clothing products (n = 335)     
 Less than $100 16 4.8   
 $100-499 140 41.7   
 $500-999 79 23.5   
 $1,000-1,499 45 13.4   
 $1,500-1,999 27 8.0   
 $2,000-2,499 10 3.0   
 $2,500-2,999 5 1.5   
 $3,000-3,499 4 1.2   
 $3,500-3,999 4 1.2   
 $4,000-4,499 3 .9   
 $4,500-4,999 1 .3   
 Over $ 5,000 1 .3   
  
When comparing the sample’s demographic characteristics with 2013 US Census data, 
there were similarities and differences. For example, the gender proportions of this sample (male 
= 27.8%, female = 70.1%) do not reflect the proportions found in the national census 
(male=49.2%, female=50.8%). Age groups of the sample in this study also differed from the US 
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national sample. Census data reported about 44.2% of the population (from 18 to 73 of age) was 
between 18 and 40 years of age, 46.7% was between 41 and 65 years of age, and 9.0% was 
between 66 and 73 years of age. Compared to the US Census data, the sample of this study had 
the higher proportion of participants with between 18 and 40 years of age (70.1%) and lower 
proportions of participants with between 41 and 65 years of age (27.8%) and between 66 and 73 
years of age (2.1%). This means that our sample substantially over-represented young adults 
while it underrepresented older adults.  
When it comes to ethnicity, compared to the sample used in the present study, the US 
census data had higher proportions of Hispanic or Latino (15.8%) and Black or African 
American (12.3%) and lower proportion of White or European American (64.1%) and multi-
ethnic (1.4%). This means that the sample in this study substantially underrepresented Hispanic 
or Latino and Black or African American while it overrepresented White or European American 
and multi-ethnic. However, the proportion of Asians or Asian Americans (6.8%) was similar to 
the census data, which showed that 5.4 percent the US population in 2013 was Asian or Asian 
American. Furthermore, the proportions of Native American (.7%) and Native Hawaiian or 
Pacific Islander (.1%) were similar between the sample of this study and the US census data.  
Confirmatory factor analysis results 
Confirmatory factor analysis with three latent variables and 20 indicators was performed. 
The chi-square test failed to support the hypothesis of perfect fit (χ2 = 822.72, df = 167, p < 
.0001). However, because the chi-square test is sensitive to sample size, other fit indices were 
used to determine the model fit. The model showed an unacceptable fit based on RMSEA 
estimate of .11, CFI of .87, TLI of .85, and SRMR of .08. In order to improve the scale items for 
each latent variable (i.e., physical, aesthetic, and functional fit) items were removed individually 
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if correlating two items would improve model fit based on modification indices (MIs) (Brown, 
2006), then CFA was repeated until the results indicated a good model fit. As a result of a series 
of CFAs, six indicators were eliminated to reasonably improve the model fit. Table 4.2 shows the 
improvement of fit indices when each item was removed from the full model with 20 indicators. 
Thus, the model with 14 items and 3 factors was used for all further analysis.  
Table 4.2. Comparison of Fit Indices Among 3-factor Models, Preliminary Test 
 
Item(s) removed χ2 df RMSEA CFI TLI SRMR 
Full model with 20 indicators 822.72 167 .11 .87 .85 .08 
Deleting F8 640.43 149 .10 .90 .88 .07 
Deleting F8, A4 508.92 132 .09 .91 .90 .07 
Deleting F8, A4, F7 449.52 116 .09 .92 .91 .07 
Deleting F8, A4, F7, A7 350.12 101 .09 .93 .92 .07 
Deleting F8, A4, F7, A7, F6 239.39 87 .07 .96 .95 .05 
Deleting F8, A4, F7, A7, F6, A6 190.13 74 .07 .97 .96 .04 
Notes. P = Problems in finding a physical good fit; A = Problems in finding an aesthetic good 
fit; F = Problems in finding a functional good fit. 
 
Reliability and validity 
Reliability was assessed using Cronbach’s alpha coefficients and composite reliability, as 
suggested by Fornell and Larcker (1981). As shown in Table 4.3, the Cronbach’s alpha values 
and composite reliability for each factor exceeded the cutoff point of .70, which indicates high 
internal consistency among the items within each factor.  
Table 4.3. Results of Confirmatory Factor Analysis with Three Factors and 14 
Indicators, Preliminary Test   
 
 
Standardized 
factor loading 
Cronbach’s 
alpha 
Composite 
reliability Variance 
Based on my previous experience  
with clothing fit, I often have had  
problems in finding clothing that:  
   
Factor 1:  .84 .84 .57 
P1. Is tailored to my body .70    
P2. Is not too tight or not too 
loose 
.85    
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Convergent validity was evaluated through correlations, path coefficients (i.e., the 
significance of factor loadings), and magnitude of the squared multiple correlation (SMC) of 
each indicator. Among the 14 items, with a few exceptions, correlation coefficients between 
items within the same factor were greater than those between items from different factors (see 
Table 4.4). Furthermore, the three dimensions of problems in finding a good fit were examined 
in terms of the factor loadings and the magnitude of the SMC of each indicator from 
confirmatory factor analysis. All of the factor loadings from the three factors to the 
corresponding indicators were statistically significant at p < .0001, and they were greater than 
Table 4.3. (Continued) 
  
P3. Is not too short (long 
enough) or not too long 
.55  
P4. Is not too small or not too 
large 
.88    
Factor 2:   .89 .88 .60 
A1. Shows my body shape 
without exposing too much of 
myself 
.73    
A2. Shows off my body parts in 
a good way 
.81    
A3. Does not show my body 
flaws such as stomach or belly 
.82    
A5. Looks good on me .79    
A8. Changes how my weight 
looks in a positive way 
.73    
Factor 3:   .94 .94 .76 
F1. I can move and sit down in 
easily  
.79    
F2. I can move around in 
comfortably in every direction  
.91    
F3. Does not restrict my 
movement  
.96    
F4. Allows me to move my arms 
when I reach for something  
.89    
F6. Makes me feel comfortable 
while wearing it 
.79    
Notes. P = Problems in finding a physical good fit; A = Problems in finding an aesthetic 
good fit; F = Problems in finding a functional good fit.  
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.50 for each factor as shown in Table 4.5. In addition, the SMCs for each item were greater than 
.50 with the exception of two indicators (PF1, PF3) that had SMCs of .30 and .49 respectively. 
Furthermore, the variance explained by each dimension exceeded .5. Based on this, the 
convergent validity of items explaining the three dimensions of the measure was established.  
 
Table 4.5. Parameter Estimates for Three Latent Variables and 14 Indicators from CFA 
Model of Problems in Finding a Good Fit, Preliminary Test  
 
 Est. S. Est. S.E. t 
Factor loadings     
P1 1.00 .70 .03 21.60*** 
P2 1.14 .85 .02 41.16*** 
P3 .84 .55 .04 13.30*** 
P4 1.21 .88 .02 45.67*** 
A1 1.00 .73 .03 24.99*** 
A2 1.08 .81 .02 37.04*** 
A3 1.17 .82 .02 38.01*** 
A5 1.07 .79 .03 32.05*** 
A8 1.03 .73 .03 25.26*** 
F1 1.00 .79 .02 36.79*** 
Table 4.4. Correlations Among 14 Indicators, Preliminary Test 
 P1 P2 P3 P4 A1 A2 A3 A5 A8 F1 F2 F3 F4 F5 
P1 1              
P2 .61 1             
P3 .49 .44 1            
P4 .61 .76 .53 1           
A1 .46 .48 .31 .54 1          
A2 .45 .45 .19 .48 .59 1         
A3 .48 .55 .28 .54 .60 .70 1        
A5 .51 .55 .30 .53 .51 .66 .66 1       
A8 .47 .46 .25 .47 .59 .59 .60 .64 1      
F1 .29 .23 .22 .26 .35 .35 .29 .36 .33 1     
F2 .27 .24 .18 .25 .36 .35 .29 .36 .30 .74 1    
F3 .32 .34 .24 .31 .36 .38 .31 .42 .34 .74 .85 1   
F4 .32 .31 .26 .30 .35 .36 .32 .41 .36 .72 .80 .87 1  
F5 .28 .26 .20 .27 .40 .40 .33 .46 .34 .59 .74 .75 .74 1 
Note. Highlighted cells in light grey with bold type are correlations between indicators 
within the same factor.  
P = Problems in finding a physical good fit; A = Problems in finding an aesthetic good fit; 
F = Problems in finding a functional good fit. 
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Table 4.5. (Continued) 
 
F2 1.11 .91 .01 81.65*** 
F3 1.17 .96 .01 137.14*** 
F4 1.10 .89 .01 67.49*** 
F5 .89 .79 .02 39.97*** 
    
Factor covariance/correlations    
P with A 1.11 .76 .03 24.63*** 
P with F .67 .39 .06 7.64*** 
A with F .90 .50 .05 10.53*** 
    
Residual variances    
P1 1.42 .51 .05 11.33*** 
P2 .68 .28 .04 8.02*** 
P3 2.17 .70 .05 15.19*** 
P4 .60 .23 .03 6.92*** 
A1 1.38 .47 .04 11.06*** 
A2 .94 .34 .04 9.27*** 
A3 1.01 .32 .04 9.00*** 
A5 1.10 .38 .04 9.79*** 
A8 1.44 .47 .04 11.07*** 
F1 1.29 .37 .03 10.87*** 
F2 .57 .18 .02 8.64*** 
F3 .25 .10 .01 5.73*** 
F4 .72 .21 .02 9.13*** 
F5 1.02 .37 .03 10.83*** 
Notes. Est. = parameter estimate; S. Est. = standardized estimate of parameter; S.E. = 
standard error. 
***p < .001; **p < .01; *p < .05. 
P = Problems in finding a physical good fit; A = Problems in finding an aesthetic good fit; F = 
Problems in finding a functional good fit. 
 
Discriminant validity among the three dimensions of problems in finding a good fit was 
assessed by comparing the fit of two-factor models with that of one-factor models. A chi-square 
difference test was conducted to determine whether the two-factor model was significantly better 
than the one-factor model. All of the two-factor models had better fit than the one-factor model 
for all three possible pairs of dimensions (see Table 4.6). Thus, discriminant validity of each 
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dimension was achieved. Table 4.6 presents the results of the chi-square tests between three pairs 
of dimensions.  
 
Research Question 1: Are there gender differences in consumers’ perceived problems in 
finding a good fit? 
To answer the first research question, gender differences were examined. To compare 
factor loadings across gender groups, CFA was conducted with unconstrained and constrained 
models to compare chi-square values between two models. As shown in Table 4.7, the 
differences (χ2diff = 9.17, dfdiff = 11) were not significant between the two models, indicating no 
significant differences in factor loadings across gender groups. This indicates that items on the 
Table 4.6. Results of Discriminant Validity Test between Three Pairs of Latent 
Variables, Preliminary Test 
 
Dimension pair  One-factor model Two-factor model χ2diff (df = 1) 
P & A χ2 539.74*** 79.40*** 460.34*** 
 Df 27 26  
 RMSEA .24 .08  
 CFI .77 .98  
 TFI .69 .97  
 SRMR .15 .04  
P & F χ2 126.78*** 51.03*** 75.75*** 
 Df 27 26  
 RMSEA .20 .10  
 CFI .81 .95  
 TFI .74 .93  
 SRMR .09 .05  
P & F χ2 186.23*** 57.51*** 128.72*** 
 Df 35 34  
 RMSEA .21 .09  
 CFI .76 .96  
 TFI .70 .95  
 SRMR .13 .05  
Notes. P = Problems in finding a physical good fit; A = Problems in finding an aesthetic 
good fit; F = Problems in finding a functional good fit. 
***p < .001; **p < .01; *p < .05 
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developed scale can be used across both gender groups. Factor loadings and correlations for each 
dimension between the gender groups are shown in Table 4.8. 
Table 4.7. Results of Comparison between Unconstrained and Constrained Models 
 Fit indices χ2diff dfdiff 
Unconstrained model χ2 338.89 9.17 11 
 df 159   
 RMSEA .08   
 CFI .95   
 TFI .94   
 SRMR .06   
Constrained model χ2 348.06   
 df 170   
 RMSEA .08   
 CFI .95   
 TFI .94   
 SRMR .06   
 
Table 4.8. Gender Differences in Parameter Estimates for the Three Latent Variables 
and 14 Indicators after CFA 
 
  Male (N = 96) Female (N = 238) 
Construct Scale items Est. S.Est. S.E. t Est. S.Est. S.E. t 
          
P P1 1.00 .82 .04 20.28*** 1.00 .58 .05 11.60*** 
P2 1.02 .88 .03 28.70*** 1.35 .82 .03 27.59*** 
P3 .80 .69 .06 10.90*** .92 .46 .06 8.17*** 
P4 1.07 .91 .03 32.97*** 1.49 .86 .03 31.06*** 
A A1 1.00 .67 .06 10.62*** 1.00 .72 .04 19.77*** 
A2 1.24 .79 .05 17.14*** 1.07 .80 .03 27.64*** 
A3 1.28 .84 .04 20.86*** 1.23 .79 .03 26.43*** 
A5 1.22 .76 .05 15.16*** 1.07 .78 .03 25.26*** 
A8 1.14 .72 .06 12.94*** 1.08 .73 .04 21.00*** 
F F1 1.00 .70 .06 12.18*** 1.00 .82 .02 36.26*** 
 F2 1.20 .85 .03 26.98** 1.10 .93 .01 88.37*** 
 F3 1.31 .92 .02 43.30*** 1.14 .97 .01 147.10*** 
 F4 1.34 .92 .02 42.40*** 1.05 .88 .02 54.38*** 
F5 1.06 .81 .04 21.06*** .87 .79 .03 31.66*** 
Correlations        
P WITH A  1.23 .73 .06 11.88*** .75 .75 .04 18.77*** 
P WITH F .95 .50 .09 5.82*** .42 .32 .07 4.93*** 
A WITH F .83 .58 .08 7.43*** .79 .45 .06 7.80*** 
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Mean differences in each dimension of problems in finding a good fit across the gender 
groups were examined. In two dimensions, physical and aesthetic, female participants reported 
significantly more problems in finding a good fit than did male participants (physical dimension: 
Mmale = 4.51 vs. Mfemale = 5.31, F = 25.59, p = .00; aesthetic dimension: Mmale = 3.91 vs. Mfemale = 
4.94, F = 37.76, p = .00). However, there was no significant mean difference between male and 
female participants in terms of functional problems in finding a good fit (Mmale = 3.66 vs. Mfemale 
= 4.02, F = 3.46, p = .06).  
Research Question 2: Are there age effects on consumer’s perceived problems in finding a 
good fit? 
 To answer the second research question, correlations among age and three sub-
dimensions of the scale were examined. As shown in Table 4.10, there were no significant 
Table 4.8. (Continued) 
  
Fit indices Male   Female   
 χ2 132.51 χ2 179.19  
 df 74 df 74  
 RMSEA .09 RMSEA .08  
 CFI .94 CFI .96  
 TFI .93 TFI .95  
 SRMR .06 SRMR .05  
Notes. P = Problems in finding a physical good fit; A = Problems in finding an aesthetic good 
fit; F = Problems in finding a functional good fit. 
***p < .001, **p < .01, *p < .05 
Table 4.9. Mean Differences in Each Dimension of Problems in Finding a Good Fit  
between Male and Female Groups 
 
 Male Female   
 M SD M SD F p 
P 4.51 1.58 5.31 1.18 25.59 .00 
A 3.91 1.43 4.94 1.33 37.76 .00 
F 3.66 1.56 4.02 1.62 3.46 .06 
Notes. P = Problems in finding a physical good fit; A = Problems in finding an aesthetic 
good fit; F = Problems in finding a functional good fit. 
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correlations between age and any of the three sub-scales of problems in finding a good fit 
(correlations ranged from .01 to .11), meaning there were no differences in problems in finding a 
good fit across the different age groups.  
Table 4.10. Correlations Among Age and Three Dimensions of Problems in Finding a 
Good Fit 
 
 M SD 1 2 3 4 
1. Age 36.04 11.92 1    
2. P 5.07 1.36 .07 1   
3. A 4.65 1.44 .11 .66*** 1  
4. F 3.92 1.61 .01 .37*** .46*** 1 
Notes. P = Problems in finding a physical good fit; A = Problems in finding an aesthetic good 
fit; F = Problems in finding a functional good fit. 
***p < .001; **p < .01; *p < .05 
 
Final Scale Validation 
Sample 
Data were collected using Amazon Mechanical Turk to solicit participants. A total of 500 
female respondents who were 18 years or older and lived in the United States participated. Of 
these, 418 responses were usable based on survey completion time (over 3 minutes) as well as 
correct answers to two screening questions. In addition to cutoff time and the screening 
questions, the survey was only accessible to participants whose Internet Protocol (IP) addresses 
are located at the US to ensure that participants have a certain level of English proficiency. Each 
participant was paid 50 cents upon her survey completion. 
The mean height and weight of respondents were 5’5” (SD = 2.91”) and 160.37 lbs (SD = 
42.43 lbs). The mean age of respondents was 35 (SD = 12.37). Because changes in body weight 
and size have been correlated to adult life stage in previous studies (Newman et al., 2001, Ogden 
et al., 2004), respondents were grouped according to adult life stage (Erickson, 1950; Levinson, 
1996): early adulthood (age 17-40; no respondents aged 17 were included in this study), middle 
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adulthood (age 41-65), and late adulthood (age 66 and above). As shown in Table 4.11, a 
majority of the participants were in early adulthood (73.9%), followed by middle adulthood 
(24.4%) and late adulthood (1.7%).  
Most participants were White or European American (81.6%) and most (all but two) had 
experience with in-store apparel shopping. Approximately 37% of respondents shopped for 
clothing products in stores every two to three months, while over half shopped for clothing 
online every month (25.8%) or every two or three months (24.8%). A majority (78%) spent 
about $100-499 (37.3%) on clothing annually, with a few falling at either extreme (14.5% spent 
more than $1,500 and 5.3% spent less than $100).  
Table 4.11. Sample Characteristics, Final Scale Validation  
  f % M SD 
Height (n = 418)   5’5” 2.91” 
Weight in lbs (n = 418)   160.37 45.42 
Age (n = 418)   35.00 12.37 
18-40 309 73.9   
41-65 102 24.4   
66-83 7 1.7   
Ethnicity (n = 418)     
 Native American 1 .2   
 Black or African American 23 5.5   
 Asian or Asian American 17 4.1   
 Hispanic or Latino 17 4.1   
 Native Hawaiian or Pacific Islander 1 .2   
 White or European American 341 81.6   
 Other 3 .7   
 Multi-ethnic 15 3.6   
Frequency of in-store apparel shopping (n = 418)   
 Almost every day 1 .2   
 More than once a week 5 2.7   
 Every week 26 6.2   
 Every month 103 24.6   
 Every two or three months 153 36.6   
 Twice or three times a year 109 26.1   
 Once a year 18 4.3   
 Never 2 .5   
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Table 4.11. (Continued) 
 
Frequency of in-store apparel shopping (n = 418)   
 Almost every day 4 1.0   
 More than once a week 19 4.5   
 Every week 38 9.1   
 Every month 108 25.8   
 Every two or three months 104 24.9   
 Twice or three times a year 84 2.1   
 Once a year 35 8.4   
 Never 24 5.7   
 Other 2 .5   
Spending on clothing items (n = 418)     
 Less than $100 22 5.3   
 $100-499 156 37.3   
 $500-999 94 22.5   
 $1,000-1,499 76 18.2   
 $1,500-1,999 24 5.7   
 $2,000-2,499 20 4.8   
 $2,500-2,999 6 1.4   
 $3,000-3,499 11 2.6   
 $3,500-3,999 3 .7   
 $4,000-4,499 - -   
 $4,500-4,999 3 .7   
 Over $ 5,000 3 .7   
 
Comparing the sample’s demographic characteristics with 2013 US Census data showed 
some differences. For example, census data indicate that 40.3% of the population was between 
18 and 40 years old, 44.1% between 41 and 65, and 15.6% over 66 to 83, while my sample was 
73.9%, 24.4%, and 1.7% respectively, therefore substantially over-representing young adults and 
extremely underrepresenting older adults. However, the proportions of ethnicity in the sample 
were similar to US Census data except for Black or African American. The research sample had 
similar proportions of Asian or Asian American (5.3%), multi-ethnic (1.4%), Native American 
(.7%), and Native Hawaiian or Pacific Islander (.2%); the sample was 4.1%, 3.6%, .2%, and .2%, 
respectively. However, the sample had lower proportions of Black or African American (5.5%) 
and Hispanic or Latino (4.1%) and a higher proportion of White or European American (81.6%) 
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compared to the US Census data (12.8%, 14.8%, and 64.8%, respectively). This means that 
Black or African American and Latino or Hispanic were underrepresented in the sample of this 
study while White or European Americans were overrepresented in the sample. 
Factor structure testing  
Using Mplus 7.4 (Muthen & Muthen, 2007), CFA for all twenty indicators was 
performed to finalize scale items for each dimension (i.e., physical, aesthetic, and functional) 
using a larger sample size and focusing on female participants. As shown in Table 4.12, the chi-
square test for three factors and 20 indicators did not show a good model fit (χ2 = 887.46, df = 
167, p < .000). However, because the chi-square test is sensitive to the sample size, other fit 
indices were used to determine model fit. The model showed an unacceptable fit with RMSEA 
estimate of .10, CFI of .88, TLI of .86, and SRMR of .07.  
 
The author examined the modification indices (MIs), eliminated items accordingly, and 
performed  a series of CFAs until the results indicated a good model fit. An item would be 
removed when its random error was highly correlated with another item based on the MI of the 
residual matrix. When correlating two items improved model fit, the item with the lowest factor 
loading on the construct was removed (Brown, 2006). As a result of repeated CFA, five 
Table 4.12. Comparison of Fit Indices among Six Three-factor Models, Final Scale 
Validation 
 
Item(s) removed χ2 df RMSEA CFI TLI SRMR 
Full model with 20 indicators 887.46 167 .10 .88 .86 .07 
Deleting A4 742.84 149 .10 .89 .87 .06 
Deleting A4, F7 542.30 132 .09 .92 .90 .05 
Deleting A4, F7, F5 427.66 116 .08 .93 .92 .05 
Deleting A4, F7, F5, A7 311.52 101 .07 .95 .94 .04 
Deleting A4, F7, F5, A7, F8 228.55 87 .06 .96 .95 .04 
Notes. P = Problems in finding a physical good fit; A = Problems in finding an aesthetic good 
fit; F = Problems in finding a functional good fit. 
  
88 
indicators were eliminated, reasonably improving the model fit (see Table 4.12). Thus, the model 
with fifteen items with three factors was used for further analyses.  
Reliability and validity 
After finalizing 15 indicators for the three-factor model, reliability was tested for each of 
the three factors (see Table 4.13). Cronbach’s alpha values for each factor were well above .70 
(physical fit problems α = .80, aesthetic fit problems α = .86, functional fit problems α = .92).  
In the present study, convergent validity was tested using the correlation between the 15 
indicators, the significance of factor loadings, and the magnitude of the squared multiple 
correlation (SMC) of each indicator. First, correlations among the 15 items indicated that – with 
a few exceptions – correlation coefficients between items within the same factor were greater 
than those between items from different factors (see Table 4.14). Furthermore, the variance 
explained by each dimension exceeded .5 (physical fit problems = .52, aesthetic fit problems = 
.51, functional fit problems = .72) as shown in Table 4.13.  
Table 4.13. Parameter Estimates for the Three Latent Variable, 15 Indicator Model 
Resulting from CFA, Final Scale Validation 
 
 
Standardized 
factor loading 
Cronbach’s 
alpha 
Composite 
reliability Variance 
Based on my previous experience with clothing fit,  
I often have had problems in finding clothing that:  
   
Factor 1: .80 .81 .52 
P1. Is tailored to my body .64    
P2. Is not too tight or not too 
loose 
.83    
P3. Is not too short (long 
enough) or not too long 
.59  
P4. Is not too small or not too 
large 
.80    
Factor 2:   .86 .86 .51 
A1. Shows my body shape 
without exposing too much of 
myself 
.66    
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Table 4.13. (Continued) 
 
A2. Shows off my body parts 
in a good way 
.77    
A3. Does not show my body 
flaws such as stomach or belly 
.75    
A5. Looks good on me .79    
A6. Changes how my height 
looks in a positive way 
.48    
A8. Changes how my weight 
looks in a positive way 
.79    
Factor 3:   .92 .92 .72 
F1. I can move and sit down in 
easily  
.91    
F2. I can move around in 
comfortably in every direction  
.95    
F3. Does not restrict my 
movement  
.93    
F4. Allows me to move my 
arms when I reach for 
something  
.80    
F6. Makes me feel comfortable 
while wearing it 
.58    
Notes. P = Problems in finding a physical good fit; A = Problems in finding an aesthetic 
good fit; F = Problems in finding a functional good fit.  
Table 4.14. Correlations Among 15 Indicators, Final Scale Validation 
 
 P1 P2 P3 P4 A1 A2 A3 A5 A6 A8 F1 F2 F3 F4 F5 
P1 1               
P2 .55 1              
P3 .40 .47 1             
P4 .44 .66 .52 1            
A1 .39 .44 .28 .41 1           
A2 .46 .45 .28 .44 .61 1          
A3 .38 .46 .30 .46 .51 .57 1         
A5 .42 .52 .23 .48 .46 .58 .56 1        
A6 .25 .22 .20 .33 .28 .35 .31 .38 1       
A8 .35 .40 .29 .43 .44 .58 .64 .69 .42 1      
F1 .18 .29 .15 .31 .34 .35 .30 .43 .26 .33 1     
F2 .22 .29 .19 .33 .37 .36 .30 .41 .28 .34 .88 1    
F3 .20 .30 .17 .32 .38 .35 .27 .40 .29 .33 .85 .88 1   
F4 .20 .22 .19 .30 .31 .34 .23 .38 .26 .31 .71 .75 .75 1  
F6 .17 .25 .19 .24 .32 .28 .21 .31 .30 .24 .50 .54 .56 .54 1 
Note. Highlighted cells in light grey with bold font are correlations between indicators 
within the same factor.  
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Second, the factor loadings and the magnitude of the SMC of each indicator were 
examined for each of the three dimensions of fit problems. All of the factor loadings for all three 
factors to the corresponding indicators were statistically significant at p < .0001, and all were 
greater than .50 except A6 (.48) (see Table 4.15). In addition, the SMCs for all items were 
greater than .50 with the exception of five (P1, P3, A1, A6, and F6) which ranged from .23 to 
.44. Based on the combined results, the convergent validity of items explaining the three 
dimensions of the measure was demonstrated. 
Table 4.15. Parameter Estimates for the Three Latent Variable, 15 Indicator Model 
Resulting from CFA, Final Scale Validation 
 
 Est. S. Est. S.E. t 
Factor loadings     
P1 1.00 .64 .03 18.20*** 
P2 1.27 .83 .02 34.99*** 
P3 1.05 .59 .04 15.80*** 
P4 1.28 .80 .04 31.24*** 
A1 1.00 .66 .03 20.47*** 
A2 1.12 .77 .03 30.68*** 
A3 1.21 .75 .03 34.44*** 
A5 1.14 .79 .02 11.37*** 
A6 1.77 .48 .04 33.73*** 
A8 1.21 .79 .03 25.26*** 
F1 1.00 .91 .01 92.20*** 
F2 1.05 .95 .01 132.49*** 
F3 1.04 .93 .01 109.09*** 
F4 .87 .80 .02 40.72*** 
F6 .67 .58 .03 16.86*** 
    
Factor covariance/correlations    
P with A .71 .73 .03 22.09*** 
P with F .55 .39 .05 8.01*** 
A with F .82 .51 .04 12.01*** 
    
Residual variances    
P1 1.24 .59 .05 13.28*** 
P2 .63 .32 .04 8.17*** 
P3 1.72 .65 .04 14.64*** 
P4 .81 .37 .04 9.09*** 
A1 1.44 .56 .04 13.21*** 
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Table 4.15. (Continued) 
 
A2 .99 .41 .04 10.83*** 
A3 1.30 .45 .04 11.38*** 
A5 .85 .37 .04 10.17*** 
A6 2.25 .77 .04 19.25*** 
A8 .98 .38 .04 10.19*** 
F1 .47 .17 .02 9.24*** 
F2 .28 .10 .01 7.20*** 
F3 .39 .13 .02 8.29*** 
F4 1.03 .37 .03 11.69*** 
F5 2.10 .66 .04 16.55*** 
Notes. Est. = parameter estimate; S. Est. = standardized estimate of parameter; S.E. = 
standard error 
***p < .001; **p < .01; *p < .05 
P = Problems in finding a physical good fit; A = Problems in finding an aesthetic good fit; 
F = Problems in finding a functional good fit. 
 
To assess discriminant validity among the three dimensions of problems in finding a 
good fit, the fit of two-factor models was compared to that of one-factor models. Chi-square 
difference tests between three pairs of dimensions found that all the two-factor models were 
significantly better than the one-factor models (P&A χ2diff (df = 1) = 170.24, P&F χ2diff (df = 1) = 
433.98, A&F χ2diff (df = 1) = 674.64) (see Table 4.16). Thus, discriminant validity of each 
dimension was demonstrated.  
Table 4.16. Results of Discriminant Validity Test between Three Pairs of Latent 
Variables, Final Scale Validation 
 
Dimension pair  One-factor model Two-factor model χ2diff (df = 1) 
P & A χ2 317.71*** 145.67*** 172.04*** 
 df 35 34  
 RMSEA .14 .09  
 CFI .84 .94  
 TFI .80 .92  
 SRMR .07 .04  
P & F χ2 484.92*** 50.94* 433.98*** 
 df 27 26  
 RMSEA .21 .05  
 CFI .81 .99  
 TFI .74 .99  
 SRMR .15 .03  
  
92 
 
Nomological validity was tested to see whether the dimensions in a multidimensional 
scale were significantly correlated with other theoretically distinct but related variables (Babin, 
Darden, & Griffin, 1994). A measurement model with two subscales of body esteem (Mendelson 
et al., 2001) and three subscales of problems in finding a good fit was tested to examine 
correlations among five latent constructs. According to Hair et al. (2006), when the sample size 
is less than 250 and the number of variables is more than 30, the cutoff values for CFI, SRMR, 
and RMSEA are greater than .92, less than .09, and less than .08, respectively. Thus, the 
measurement model adequately fit the data, considering the sample size of 209 after deleting all 
cases including missing data (χ2= 927.33, df = 470, RMSEA = .07, CFI = .920, TLI = .91, SRMR 
= .06). 
Two subscales of body esteem (body esteem-appearance, or BE-A, and body esteem-
weight, or BE-W) by Mendelson et al. (2001) were chosen to examine correlations among the 
three dimensions of problems in finding a good fit (physical, aesthetic, and functional). BE-A 
and BE-W were conceptually close to the definition of general body satisfaction. According to 
many previous studies, body satisfaction in a uni-dimension is negatively related to an 
individual’s fit problems/fit satisfaction (e.g., LaBat & DeLong, 1990; Feather et al., 1996). BE-
R assesses general feelings about appearance of body, while BE-W assesses feelings about 
Table 4.16. (Continued) 
 
P & F χ2 807.24*** 132.60*** 674.64*** 
 df 44 43  
 RMSEA .21 .07  
 CFI .73 .97  
 TFI .67 .96  
 SRMR .16 .05  
Notes. P = Problems in finding a physical good fit; A = Problems in finding an aesthetic 
good fit; F = Problems in finding a functional good fit. 
***p < .001; **p < .01; *p < .05 
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weight (Mendelson et al., 2001). As shown in Table 4.17, all three dimensions of problems in 
finding a good fit (physical, aesthetic, and functional) were negatively correlated to body esteem-
appearance (ranged from -.15 to .39) and two dimensions (physical and aesthetic) were 
negatively related to body esteem-weight satisfaction (-.25 and -.36 respectively). Problems in 
finding a functionally good fit were not related to weight satisfaction of body esteem. 
Table 4.17. Correlation Between Three Dimensions of Fit Problems and Two 
Dimensions of Body Esteem Measures 
 
 BE-A BE-W 
Problems in finding a physically good fit -.20** -.25*** 
Problems in finding an aesthetically good fit -.39*** -.36*** 
Problems in finding a functionally good fit -.15* -.07 
Note. ***p < .001, **p < .01, *p < .05 
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CHAPTER V. RESULTS OF STUDY 2—AN EXPERIMENTAL STUDY OF THE ROLE 
OF FIT INFORMATION IN THE CONSUMER DECISION-MAKING PROCESS  
 Chapter 5 describes the four steps in stimulus development and two phases of data 
analysis in the main study. The four steps in stimulus development were: (1) selecting the 
apparel category, (2) selecting the specific product, (3) developing product information and 
reviews, and (4) pretest. In the main study, the proposed model was tested in two phases, with 
Phase 1 using multilevel modeling analysis and Phase 2 using structural equation modeling 
analysis. 
Stimulus Development 
Step 1. Selecting the apparel category 
To select the apparel product category for the online shopping portion of this study, a 
web-based survey was conducted on a sample of female participants solicited through Amazon 
Mechanical Turk.  
Sample 
 A total of 238 female individuals participated in an online survey administrated through 
Amazon Mechanical Turk. Characteristics are presented in Table 5.1. Respondents’ mean height 
and weight were 5’5” and 160.71 lbs. Nearly three-quarters (70%) of participants were 18-40 
years of age, 30% were 41-54, and 1.7% were 66-73. A majority of the participants was White or 
European American (79.0%), followed by multi-ethnic (7.1%), Black or African American 
(6.7%), Hispanic or Latino (3.8%), Asian or Asian American (2.5%), Native American (.4%), 
and Native Hawaiian or Pacific Islander (.4%). 
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Table 5.1. Sample Characteristics, Step 1 
  f % M SD 
Height (n = 238)   5’5” 3.12” 
Weight in lbs (n = 234)   160.71 43.50 
Age (n = 236)   36.47 11.89 
18-40 161 68.2   
41-65 71 30.1   
66-73 4 1.7   
Ethnicity (n = 238)     
 Native American 1 .4   
 Black or African American 16 6.7   
 Asian or Asian American 6 2.5   
 Hispanic or Latino 9 3.8   
 Native Hawaiian or Pacific Islander 1 .4   
 White or European American 188 79.0   
 Other - -   
 Multi-ethnicity 17 7.1   
  
Product category  
Among ten apparel product categories offered to survey participants, the most frequently 
selected was tops and shirts (M = 4.59, SD = 1.45), meaning that this was the most frequently 
purchased online category. Other apparel product categories frequently purchased online were 
sweaters (M = 3.78, SD = 1.60), jackets (M = 3.55, SD = 1.66), and outdoor wear (M = 3.53, SD 
= 1.67) (see Table 5.2). Suits was the least frequently purchased category online.  
Table 5.2. Online Apparel Shopping Purchase Categories 
 
Product category N Min. Max. M SD 
Tops and Shirts 238 1 7 4.59 1.45 
Sweaters 238 1 7 3.78 1.60 
Dresses 236 1 7 3.44 1.76 
Skirts 236 1 7 2.91 1.58 
Jeans 238 1 7 3.21 1.75 
Pants and shorts 238 1 7 3.32 1.67 
Jackets 237 1 7 3.55 1.66 
Outdoor wear 236 1 7 3.53 1.67 
Underwear 237 1 7 3.25 1.86 
Suits 237 1 7 1.56 1.14 
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Step 2. Selecting the specific product 
A second online survey via Amazon Mechanical Turk was conducted to choose a specific 
product in the category identified in Step 1 (tops and shirts).  
Sample  
Of 100 respondents, 88 were selected for analysis. Twelve were deleted because they 
spent only 1-2 minutes answering questions. Among the 88 retained, the mean height and mean 
weight were 5’4” (SD = 2.96”) and 152.39 lbs (SD = 39.34lbs) (see Table 5.3). About 74% were 
between 18 and 40 years of age, 26% were between 41 and 65, and the mean age was 35.5 (SD = 
11.01). In terms of ethnic background, White and European Americans represented 72.7% of 
respondents, followed by Black or African American (10.2%), Asian or Asian American (6.8%), 
Hispanic or Latino (5.7%), multi-ethnic (3.4%), and other (1.1%). 
Table 5.3. Sample Characteristics, Step 2 
  F % M SD 
Height (n = 88)   5’4” 2.96” 
Weight in lbs (n = 88)   152.39 39.34 
Age (n = 88)   35.50 11.01 
18-40 65 73.9   
41-65 23 26.1   
Ethnicity (n = 88)     
 Native American - -   
 Black or African American 9 10.2   
 Asian or Asian American 6 6.8   
 Hispanic or Latino 5 5.7   
 Native Hawaiian or Pacific Islander - -   
 White or European American 64 72.7   
 Multi-ethnic 3 3.4   
 Other 1 1.1   
 
Attitude toward the product  
Ten tops (shirts or blouses) from several apparel retailers (i.e., Ann Taylor, Banana 
Republic, and Nordstrom) were selected for use in the survey (see APPENDIX C for images 
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presented to participants). Female participants were asked to evaluate each of the ten items in 
terms of attractiveness, fashionableness, and likability, using a 7-point Likert scale (Cox & Cox, 
2002). Because the values of Cronbach’s alpha for these three characteristics ranged from .91 to 
96, three scores of attractiveness, fashionableness, and likability were summed into a single score 
ranging from 3 to 21. As shown in Table 5.4, the most highly rated shirt/blouse was item 5 (M = 
16.64, SD = 4.30).  
Table 5.4. Attitude Toward Each Shirt/Blouse 
 
Item n Min. Max. M SD 
Shirt/blouse 1 88 3.00 21.00 15.05 4.06 
Shirt/blouse 2 88 3.00 21.00 12.69 5.64 
Shirt/blouse 3 88 3.00 21.00 14.15 4.84 
Shirt/blouse 4 88 3.00 21.00 13.55 5.08 
Shirt/blouse 5 88 3.00 21.00 16.64 4.30 
Shirt/blouse 6 88 5.00 21.00 16.19 4.32 
Shirt/blouse 7 88 3.00 21.00 12.73 5.24 
Shirt/blouse 8 88 3.00 21.00 15.32 4.45 
Shirt/blouse 9 88 3.00 21.00 14.90 4.65 
Shirt/blouse 10 88 3.00 21.00 14.70 4.36 
  
Step 3. Developing product information and reviews 
For the mock website, the information provided by the “seller” and verbal fit information 
generated by “consumers” were adapted from an actual apparel shopping website. As shown in 
Figure 1.1, both visual (in the form of pictures of the shirt/blouse) and verbal (e.g., color, size, 
price, fabric) information were included. The shirt/blouse selected in Step 2 was shown in ivory 
with three other color options (black, wine, or olive). When participants clicked on the button for 
a color, the picture automatically changed to show the shirt/blouse in the selected color. 
Participants could also enlarge images by placing their mouse on the image. All sizes were 
available from XXS to XXL. Participants could click on “Size chart” to display a chart of sizes.  
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Two fit reviews (one negative and one positive) were adapted from a real apparel website 
and modified so as to clearly reflect its valence, either negative or positive. The two fit reviews 
specifically described the reviewer’s experience with physical fit (length and tightness) and 
aesthetic fit. Information about functional fit was not included in the reviews because customers 
who wrote the actual reviews did not mention functional fit. The negative review was as follows: 
“It doesn't fit well. It's extremely long - the back of the tunic hits the back of my knees. I looked 
bigger when I wore this blouse, and the cut is low on the breast. Expect the V to lay between 
your breasts, showing a lot.”  The positive review was as follows: “It fits amazingly well. It's big 
enough in the arms (which I sometimes have a problem with this no-stretch material) and long 
enough that it covers my not-so-small backside. Also, it was flowy without looking so big.”   
Step 4. Pretest 
A pretest was conducted to check the wording of the questionnaire and to examine the 
manipulation of customer review valence. Participants were asked to provide feedback as to 
whether the instructions and the wording were clear, whether the process of the survey and the 
reviews were appropriate, and whether the product information/website was realistic. As a result 
of the pretest, some small changes were made in the wording of the survey and the appearance of 
the mock website.  
Sample 
A convenience sample of nine females participated in Step 4 (see Table 5.5). Mean height 
and weight were 5’5” (SD = 3.88”) and 128.67 lbs (38.42 lbs). Respondent ages ranged from 24 
to 56, with a mean age of 33.44 (SD = 9.46). About 67% of participants were Asian or Asian 
American while about 33% were White or European American. 
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Table 5.5. Sample Characteristics, Step 4 
 
 f % M SD 
Height (n = 9)   5’5” 3.88” 
Weight in lbs (n = 9)   127.67 38.53 
Age (n = 9)   33.44 9.46 
Ethnicity (n = 9)     
Native American - -   
Black or African American - -   
Asian or Asian American 6 66.7   
Hispanic or Latino - -   
Native Hawaiian or Pacific Islander - -   
White or European American 3 33.3   
Other - -   
 
Manipulation check 
 The perceived valence of consumer fit reviews was evaluated by participants. A question 
was asked: “The fit information provided by this reviewer is negative” (1=Strongly disagree to 
7=Strongly agree). Respondents’ perceived valences for each fit review were significantly 
different (t = -15.20, p < .001, η2 = .99) as shown in Table 5.6. The positive fit review (M = 1.89, 
SD = .33) was perceived to be less negative than the negative fit review (M = 6.11, SD = .60). 
Table 5.6. Manipulation Check, Step 4 
 R1 R2    
 M SD M SD t df η2 
Perceived negative 
valence of the review 
(n = 9) 
1.89 .33 6.11 .60 -15.20*** 8 .99 
Notes. R1: Positive fit review, R2: Negative fit review 
***p < .001, **p < .01, *p < .05 
 
Main Study 
The main study was conducted using the mock apparel shopping website developed 
through the four steps described above. A one-factor (valence of the fit review) within-subject 
experimental design was used to examine the influence of valence of verbal fit information in 
consumer online reviews on consumer responses to reviews, overall product information, and 
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their decision making with regards to the retailer. To test the hypotheses, both multilevel 
modeling analysis and structural equation modeling analysis were performed. Sample, reliability, 
manipulation check, order effect, and control variables are discussed below, followed by the 
results from the two types of modeling analysis.  
Sample  
The data was collected through Amazon Mechanical Turk, resulting in 500 female 
respondents who were 18 years or older and lived in the United States. Of those, 418 responses 
were usable for further statistical analysis. To ensure the quality of the data, 82 responses were 
deleted based on survey completion time (less than 5 minutes) as well as their incorrect answers 
to two filter questions. Furthermore, a restriction of the Internet Protocol (IP) addresses was 
placed so only respondents who lived in the US were able to participate in this study. Each 
participant was paid 50 cents upon survey completion. 
Respondent’s mean height and weight were 5’5” and 160.37 lbs. The mean age of 
respondents was 35 (SD = 12.37). Respondents were grouped based on adult life stage 
(Erickson, 1950; Levinson, 1996): early adulthood (age 17-40; no participants age 17 were 
included in this study), middle adulthood (age 41-65), and late adulthood (age 66 and above). 
This was done because adult life stage is related to changes in body weight and size, according 
to previous studies. For example, Newman et al. (2001) and Ogden et al. (2004) found that body 
weight and size increase from early to middle adulthood and that for women weight begins 
decreasing during late adulthood. Because this study focused on individual’s experiences related 
to clothing fit, which is related to body changes, division into three groups based on adult life 
stage was reasonable. As shown in Table 5.7, a majority of the participants were in early 
adulthood (73.9%), followed by middle adulthood (24.4%) and late adulthood (1.7%).  
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As for ethnic background, most participants were White or European American (81.6%), 
followed by Black or African American (5.5%), Asian or Asian American (4.4%), Hispanic or 
Latino (4.4%), multi-ethnic (3.6%), other (.7%), Native American (.2%), and Native Hawaiian 
or Pacific Islander (.2%). Most participants (all but two, or 0.5%) had experiences with in-store 
apparel shopping. Approximately 37% of respondents shopped for clothing products in-store 
every two to three months, followed by two or three times a year (26.1%) and every month 
(24.6%). For online clothing shopping, over half of participants shopped for clothing online 
every month (25.8%) or every two or three months (24.8%). A majority of participants (78%) 
spent $100-499 (37.3%), $500-999 (22.5%) or $1,000-1,499 (18.2%) on clothing items per year. 
Table 5.7. Sample Characteristics, Main Study 
  f % M SD 
Height (n = 418)   5’5” 2.91” 
Weight in lbs (n = 418)   160.37 45.42 
Age (n = 418)   35.00 12.37 
18-40 309 73.9   
41-65 102 24.4   
66-83 7 1.7   
Ethnicity (n = 418)     
White or European American 341 81.6   
Black or African American 23 5.5   
Asian or Asian American 17 4.1   
Hispanic or Latino 17 4.1   
Multi-ethnic 15 3.6   
Other 3 .7   
 Native American 1 .2   
 Native Hawaiian or Pacific Islander 1 .2   
Frequency of in-store apparel shopping (n = 418)   
 Almost every day 1 .2   
 More than once a week 5 2.7   
 Every week 26 6.2   
 Every month 103 24.6   
 Every two or three months 153 36.6   
 Twice or three times a year 109 26.1   
 Once a year 18 4.3   
 Never 2 .5   
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Table 5.7. (Continued) 
 
Frequency of online apparel shopping (n = 418)   
 Almost every day 4 1.0   
 More than once a week 19 4.5   
 Every week 38 9.1   
 Every month 108 25.8   
 Every two or three months 104 24.9   
 Twice or three times a year 84 2.1   
 Once a year 35 8.4   
 Other 26 6.2   
Amount spent on clothing per year (n = 418)    
 Less than $100 22 5.3   
 $100-499 156 37.3   
 $500-999 94 22.5   
 $1,000-1,499 76 18.2   
 $1,500-1,999 24 5.7   
 $2,000-2,499 20 4.8   
 $2,500-2,999 6 1.4   
 $3,000-3,499 11 2.6   
 $3,500-3,999 3 .7   
 $4,000-4,499 - -   
 $4,500-4,999 3 .7   
 Over $ 5,000 3 .7   
  
Comparing the sample’s demographic characteristics with the 2013 US Census data 
showed both similarities and differences. For example, according to the census data, 40.3% of 
the US population was between 18 and 40 years of age, 44.1% were between 41 and 65, and 
15.6% were over 66 to 83 while the sample was quite different, with 73.9%, 24.4% and 1.7% 
respectively. This indicated that the sample substantially over-represented young adults and 
extremely underrepresented older adults.  
The proportions of a few ethnicities in the US Census were similar to the sample. Asian 
or Asian American (5.3%), multi-ethnic (1.4%), Native American (.7%), and Native Hawaiian or 
Pacific Islander (.2%) were found in the census while the sample was 4.1%, 3.6%, .2%, and .2%, 
respectively. However, Census data showed that the majority of the US population was White or 
European American (64.8%), which indicated that the sample of the present study had a higher 
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proportion of White or European American in the sample (81.6%). This means that White or 
European Americans were overrepresented in the sample. The proportion of Black or African 
American (5.5%) and Hispanic or Latino (4.1%) in the sample compared to that to the US 
Census data (12.6% and 14.8%) indicated that Black or African Americans and Hispanic or 
Latino were underrepresented in the sample.  
Reliability  
Reliability for each variable was assessed and the results are presented in Table 5.8. 
Cronbach’s alpha values for all variables ranged from .75 to .97, exceeding the cutoff point of 
.70, indicating high internal consistency among the items within each factor.  
Table 5.8. Reliability of Variables in Phase 1 and Phase 2 Analyses 
 
No. of 
items 
Cronbach’s 
alpha Source of variable 
PFGF-Physical 4 .80 Step 3 in Study 1 of this 
dissertation PFGF-Aesthetic 6 .86 PFGF-Functional 5 .92 
BE-Appearance 10 .93 
Borrowed from Mendelson et 
al. (2001) BE-Reflection 8 .79 BE-Weight 5 .94 
External causal attribution of fit 
problems 
4 .86 
Developed based on Shin 
(2013) Internal causal attribution of fit 
problems 
4 .87 
Locus of control 23 .77 Borrowed from Rotter (1966) 
Review credibility (R1) 3 .94 Adapted from Cheung et al. 
(2009) Review credibility (R2) 3 .93 
Review evoked confidence in 
purchase (R1) 
3 .95 
Adapted from Barden & Petty 
(2008) Review evoked confidence in 
purchase (R2) 
3 .95 
Attitude toward the review (R1) 4 .94 Adapted from Holbrook & 
Batra (1987) Attitude toward the review (R2) 4 .93 
Site credibility 3 .92 Adapted from Cheung et al. 
(2009) 
Overall confidence in purchase  3 .97 Adapted from Barden & Petty 
(2008) 
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To finalize items for the two sub-dimensions of causal attribution of fit problems, CFA 
was performed. The measurement model was well fit to the data (χ2 = 65.26, df = 26, p = .000, 
RMSEA = .07, CFI = .97, TLI = .96, SRMR = .04). However, an indicator (CAF9) was deleted 
due to low factor loading of the internal causal attribution of fit problems. With the eight 
remaining indicators, as shown in Table 5.9, the model fit well to the data (χ2 = 51.48, df = 19, p 
< .001, RMSEA = .07, CFI = .98, TLI = .96, SRMR = .03). There was a significant positive 
correlation between external and internal causal attribution of fit problems (r = .48, p < .001). 
However, the two factors were treated separately for further multilevel modeling analysis in 
Phase 1. 
Table 5.8. (Continued) 
 
Attitude toward the retailer 5 .96 Adapted from Spears & Singh 
(2004) 
Future purchase intention 3 .91 Adapted from Kim & Lennon 
(2000) 
Attitude toward the product 3 .93 Adapted from Cox & Cox 
(2002) 
Notes. PFGF = problems in finding a good fit, BE = Body esteem. 
R1 = positive fit review, R2 = negative fit review. 
Table 5.9. Parameter Estimates of Causal Attribution of Fit Problems with Two 
Latent Variables and Nine Indicators 
 
 Est. S. Est. S.E. t 
External causal attribution of fit problems 
I have fit problems because of size 
inconsistency between brands (CAF1) 1.00 .81 .03 31.07*** 
I have fit problems because of size 
inconsistency within a brand (CAF2)  .89 .66 .04 18.74*** 
I have fit problems because the apparel industry 
does not have a good fit system (CAF3) 1.13 .88 .02 39.17*** 
I have fit problems because apparel sold today 
is poorly made (CAF4) .86 .65 .04 18.52*** 
Internal causal attribution of fit problems 
My fit problems are due to my body shape 
(CAF5) 1.00 .82 .02 34.58*** 
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Manipulation check 
To check that differences in consumer fit review valence was appropriately perceived by 
participants, the degree of valence of verbal fit information provided in consumer reviews was 
assessed. As shown in Table 5.10, the perceived valences of the two reviews were significantly 
different (t = -46.21, df = 417, p < .001, η2 = .92), indicating that the positive fit review (M = 
1.81, SD = 1.26) was perceived as more positive than the negative fit review (M = 6.09, SD = 
1.09). 
Table 5.10. Manipulation Check of Perceived Review Valence 
 R1 R2    
N = 418 M SD M SD t df η2 
Perceived negative 
valence of the review 
1.81 1.26 6.09 1.09 -46.21*** 417 .92 
Notes. R1: Positive fit review, R2: Negative fit review 
***p < .001, **p < .01, *p < .05 
 
Order effect  
Order effect of fit review valence was assessed by comparing the means of participants’ 
responses to the site and the online retailer. None of the responses was affected by the order of 
presentation of the two fit reviews on the mock website (see Table 5.11), indicating that whether 
Table 5.9. (Continued) 
 
My fit problems due to my body size (CAF6) 1.43 .80 .03 31.86*** 
My fit problems stem from my non-standard 
body (CAF7) 1.12 .84 .02 37.17*** 
My fit problems are because I am overweight or 
underweight (CAF8) .91 .58 .04 14.39*** 
My fit problems are because I am too tall or too 
short (CAF9-deleted) - - - - 
Model fit indices 
χ2 (df = 19) = 51.48,   
RMSEA = .07, CFI = .98, TLI = .96, SRMR = .03 
Notes. Est. = parameter estimate; S. Est. = standardized estimate of parameter; S.E. = 
standard error 
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the positive or the negative review was shown first had no significant influence on any of the 
dependent variables or on site credibility, overall confidence in purchase, attitude toward the 
retailer, or future purchase intention. 
 
Phase 1: Multilevel modeling analysis and results 
To test Hypotheses 1-3 and Hypotheses 15-26, multilevel modeling analysis was 
performed. Figure 3.1 presents Phase 1 of the hypothesized model.  
For Phase 1 multilevel modeling analysis, nine level-2 predictors of individual 
characteristics (i.e., PFGF-Physical, PFGF-Aesthetic, PFGF-Functional, BE-Appearance, BE-
Reflection, BE-Weight, external causal attribution of fit problems, and internal causal attribution 
of fit problems) and six Level-1 dependent variables of responses to the fit reviews (i.e., review 
credibility R1 and R2, review evoked confidence in purchase R1 and R2, and attitude toward the 
review R1 and R2) were created as manifest variables by taking average values of all items to 
each factor. Locus of control (Level 2 predictor) was created by summing the scores among 23 
items. Means and standard deviations for all Level 1 and Level 2 variables are presented in Table 
5.12.  
Table 5.11. Effect of Order of Fit Review Presentation on Four Dependent Variables 
 
 Set 1 (n = 211) Set 2 (n = 207) F p 
 M SD M SD 
Site credibility 17.03 2.53 17.05 2.53 .01 .94 
Overall confidence in purchase  15.99 4.39 15.37 4.10 2.14 .14 
Attitude toward the retailer 26.55 6.29 27.49 5.51 2.60 .11 
Future purchase intention 13.74 4.44 13.53 4.10 .26 .61 
Notes. Set 1: Positive review shown first; Set 2: Negative review shown first 
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Table 5.12. Means and Standard Deviations of Level 1 and Level 2 Variables 
 
 Positive fit 
review (R1) 
Negative fit 
review (R2) Total 
 M SD M M SD M 
Level 1 (review) variables 
Review credibility  
(R1 and R2: n = 417) 
5.37 .93 5.26 .99 - - 
Review evoked confidence in 
purchase  
(R1: n = 415; R2: n = 417) 
4.97 1.48 4.49 1.79 - - 
Attitude toward the review  
(R1: n = 417; R2: n = 416) 
5.69 1.14 3.53 1.60 - - 
Level 2 (individual) variables       
PFGF-Physical (n = 412) - - - - 5.24 1.17 
PFGF-Aesthetic (n = 411) - - - - 4.82 1.24 
PFGF-Functional (n = 414) - - - - 4.17 1.50 
BE-Appearance (n = 404) - - - - 3.95 1.23 
BE-Reflection (n = 416) - - - - 4.20 1.07 
BE-Weight (n = 410) - - - - 3.59 1.46 
External causal attribution of fit 
problems (n = 415) 
- - - - 5.01 1.31 
Internal causal attribution of fit 
problems (n = 411) 
- - - - 4.29 1.39 
Locus of control (n = 394) - - - - 11.56 4.14 
Notes. PFGF = Problems in finding a good fit, BE = Body esteem.  
 
Because there were sufficient reliabilities in each independent and dependent variable, 
manifest variables were created by averaging values of items under the same factor. One of the 
independent variables, locus of control, was the only summated value based on the previous 
study (Rotter, 1966). Correlations among nine independent variables and six dependent variables 
are shown in Table 5.13. The maximum variance inflation factor (VIF) was below the 
recommended threshold of 10 (Hair et al., 2006). Because VIF values ranged from 1.07 to 3.22, 
the multilevel model is free of collinearity (see Table 5.14). Other tests used for multicollinearity 
were eigenvalue and condition index. These two indicators also indicated no multicollinearity. 
Thus, multilevel model analysis proceeded. 
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Table 5.14. Variance Inflation Factors, Eigenvalues, and Condition Indices for Three 
Dependent Variables 
 
Independent variable 
Variance 
inflation factor Eigenvalue Condition index 
Dependent variable: R1CR (R2CR) 
(Constant)  9.35 (9.34) 1.00 (1.00) 
PFGF-Physical  1.81 (1.801) .28 (.28) 5.76 (5.73) 
PFGF-Aesthetic  2.13 (2.13) .11 (.11) 9.16 (9.17) 
PFGF-Functional  1.36 (1.359) .08 (.08) 1.56 (1.56) 
BE-Appearance  3.22 (3.18) .05 (.05) 13.93 (13.89) 
BE-Reflection  1.53 (1.53) .04 (.04) 15.15 (15.19) 
BE-Weight  2.81 (2.81) .04 (.04) 16.29 (16.30) 
ECAF  1.41 (1.41) .02 (.02) 21.17 (21.14) 
ICAF  1.49 (1.50) .02 (.02) 22.68 (22.58) 
Locus of control 1.08 (1.08) .01 (.01) 26.12  (26.09) 
 
Table 5.13. Correlation among Nine Independent Variables (1-9) and Six Dependent 
Variables (10-15) 
 
 1. 2. 3. 4. 5. 6. 7. 8. 9. 10. 11. 12. 13. 14. 15. 
1. PFGF-P 1               
2. PFGF-A .61 1              
3. PFGF-F .34 .48 1             
4. BE-A -.16 -.27 -.04 1            
5. BE-R -.10 -.10 .05 .57 1           
6. BE-W -.18 -.27 -.06 .80 .46 1          
7. ECAF .43 .39 .26 -.16 -.07 -.20 1         
8. ICAF .41 .38 .12 -.33 -.29 -.40 .37 1        
9. LC .13 .14 .04 -.17 -.10 -.16 .16 .12 1       
10. R1CR .06 .08 .04 -.01 .01 -.01 .01 -.05 -.04 1      
11. R1RECP -.01 .06 .06 .04 .08 .05 -.04 -.02 -.04 .28 1     
12. R1ATT .04 .03 .04 -.01 .06 -.07 .04 .03 -.08 .38 .37 1    
13. R2CR .08 .08 .03 -.05 -.04 -.04 .14 .05 .03 .45 -.03 .01 1   
14. R2RECP .06 .03 -.07 .03 .01 .05 .05 -.03 .00 .07 .21 -.06 .28 1  
15. R2ATT .03 .06 .01 -.04 -.09 -.01 .05 .03 .10 .05 -.18 -.19 .32 .31 1 
Notes. Bold type indicates significant correlation coefficients at p < .05. Highlighted gray 
values indicate sub-dimensions to the same factor. 
PFGF-P = Problems in finding a physically good fit, PFGF-A = Problems in finding an 
aesthetically good fit, PFGF-F = Problems in finding a functionally good fit, BE-A = Body 
esteem-Appearance, BE-R = Body esteem-Reflection, BE-W = Body esteem-Weight, ECAF = 
External causal attribution of fit problems, ICAF = Internal causal attribution of fit problems, 
LC = Locus of control, R1 = Positive fit review, R2 = Negative fit review, CR = Review 
credibility, RECP = Review evoked confidence in purchase, ATT = Attitude toward the review 
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Table 5.14. (Continued) 
 
Dependent variable: R1RECP (R2RECP) 
(Constant)  9.343 (9.34)  1.00 (1.00) 
PFGF-Physical  1.78 (1.81) .29 (.28) 5.72 (5.73) 
PFGF-Aesthetic  2.14 (2.13) .11 (.11) 9.17 (9.18) 
PFGF-Functional  1.36 (1.36) .08 (.08) 1.56 (1.56) 
BE-Appearance  3.20 (3.18) .05 (.05) 14.00 (13.95) 
BE-Reflection 1.54 (1.53) .04 (.04) 15.09 (15.07) 
BE-Weight  2.82 (2.81) .04 (.04) 16.27 (16.31) 
ECAF  1.40 (1.41) .02 (.02) 21.13 (21.15) 
ICAF  1.49 (1.50) .02 (.02) 22.64 (22.61) 
Locus of control 1.07 (1.07) .01 (.01) 26.23 (26.09) 
Dependent variable: R1ATT (R2ATT)  
(Constant)  9.34 (9.34) 1.00 (1.00) 
PFGF-Physical  1.80 (1.81) .29 (.29) 5.73 (5.73) 
PFGF-Aesthetic  2.13 (2.15) .11 (.11) 9.18 (9.18) 
PFGF-Functional  1.36 (1.36) .08 (.08) 1.57 (1.57) 
BE-Appearance  3.19 (3.17) .05 (.05) 13.90 (13.87) 
BE-Reflection 1.53 (1.53) .04 (.04) 15.08 (15.06) 
BE-Weight  2.81 (2.80) .04 (.04) 16.29 (16.34) 
ECAF  1.40 (1.41)  .02 (.02) 21.13 (21.14) 
ICAF  1.50 (1.50) .02 (.02) 22.60 (22.58) 
Locus of control 1.07 (1.07) .01 (.01) 26.09 (26.09) 
Notes. PFGF = Problems in finding a good fit, BE = Body esteem, ECAF = External causal 
attribution of fit problems, ICAF = Internal causal attribution of fit problems, LC = Locus of 
control. R1 = Positive fit review, R2 = Negative fit review, CR = Review credibility, RECP 
= Review evoked confidence in purchase, ATT = Attitude toward the review.  
 
Three separate multilevel analyses were performed for each dependent variable to test the 
hypotheses. Model 1 is the Level 1 (review-level) baseline and thus includes a Level 1 predictor 
(review valence). Model 2 includes one Level 1 predictor and nine Level 2 (individual-level) 
predictors. Model 3 includes one Level 1 predictor, nine Level 2 predictors, and nine cross-level 
interactions. Before adding the nine cross-level interactions, Model 1 and Model 2 for each 
dependent variable showed a significant effect of review valence on each dependent variable. 
Because review valence was coded as 1 for positive review and -1 for negative review, the 
significant positive raw b-weight indicates that the positive review was more influential on each 
dependent variable than was the negative review. 
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The effect of valence of verbal fit information in online customer reviews on consumer responses 
to the review   
In the null model for review credibility, between-variance and within-variance were  .42 
and .52, respectively. The results of Model 1 were used to test the main effects of review valence 
on consumers’ responses to the review (Hypotheses 1-3). As shown by the Model 1 data 
presented in Table 5.15, the effect of review valence on review credibility (b = .06, S.E. = .02, p 
< .02) was significant. Hypothesis 1 stated that the negative fit review would be more credible 
than the positive fit review, but the results showed the opposite. Thus, Hypothesis 1 was not 
supported. 
In the null model for review evoked confidence in purchase, between-variance was .50 
while within-variance was 2.25. Model 1 data presented in Table 5.16 shows that review valence 
had a significant and positive effect on review evoked confidence in purchase (b = .24, S.E. = 
.05, p < .05). Similar to Hypothesis 1, Hypothesis 2 posited that the negative fit review would 
result in more confidence in purchase decisions than the positive fit review. However, the results 
showed the opposite: The positive fit review gave consumers more confidence in their purchase 
decisions than did the negative fit review. Thus, Hypothesis 2 was not supported. 
 In the null model for attitude toward the review, between-variance and within-variance 
were 0 and 3.10, respectively. Review valence had a significantly positive effect on respondent 
attitude toward the review (b = 1.08, S.E. = .05, p < .001) (see Table 5.17). Hypothesis 3 had 
posited that the negative fit review would be more influential than the positive fit review, but the 
data did not confirm this. Thus, Hypothesis 3 was not supported. 
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Moderating effects of individual characteristics in processing fit information  
To test Hypotheses 15-26, multilevel modeling analysis with cross-level interactions was 
employed. The results of Model 3 as shown in Tables 5.15, 5.16, and 5.17 were used because 
Model 3 tested cross-level interactions after all Level 1 and Level 2 predictors had been 
controlled for. All cross-level interactions on review credibility were found to be not significant 
in Model 3 (see Table 5.15). Thus, Hypotheses 15a-c, 18a-c, 21a-b, 24 were not supported. 
Table 5.15. Multilevel Estimates for Level 1, Level 2, and Mixed Random Intercept 
Model for Review Credibility  
 
 Random intercept 
model - Level 1 
Random intercept 
model - Level 2 
Random intercept model 
- Mixed 
 Model 1 Model 2 Model 3 
Fixed effect 
Intercept 5.32*** (.04) 132.70 5.03*** (.34) 24.73 5.00*** (.03) 14.58 
Level 1       
Review valence 
(RV) .06* (.02) 2.30 
 
.06* (.03)  2.32 .20 (.22)  .92 
Level 2          
PFGF-P     .04 (.05)  .66 .03 (.05)  .67 
PFGF-A     .04 (.05)  1.00 .04 (.05)  .88 
PFGF-F     -.02 (.03)  -.65 -.02 (.03)  -.60 
BE-A     -.03 (.06)  -.47 -.03 (.06)  -.45 
BE-R    .02 (.05)  .51 .02 (.05)  .34 
BE-W     .02 (.05)  .30 .02 (.05)  .38 
ECAF    .03 (.04)   .68 .03 (.04)   .81 
ICAF    -.03 (.04)  -.96 -.03 (.04)  -.84 
LC    -.00 (.01)  -.34 -.00 (.01)  -.23 
Cross-level interaction         
RV*PFGF-P       -.00 (.03)  -.03 
RV*PFGF-A       .03 (.03)  1.01 
RV*PFGF-F       -.01 (.02)  -.48 
RV*BE-A      -.01 (.04)  -.24 
RV*BE-R      .05 (.03)  1.70 
RV*BE-W      -.02 (.03)  -.62 
RV*ECAF      -.03 (.02)  -1.22 
RV*ICAF      -.03 (.02)  -1.15 
RV*LC      -.01 (.01)  -1.19 
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Table 5.15. (Continued) 
 
Random effect variance 
Intercept .42*** (.05) 8.36 .39*** (.05) 7.26 .39*** (.05) 7.27 
covariance -.03 (.02) -1.29 -.04 (.02) -1.92 -.04 (.02) -1.92 
τ0
2 = var (U0j) . . . . . . 
σ0
2 = var (Rj) .51*** (.04) 14.41 .52*** (.04) 13.23 .52*** (.04) 13.06 
Deviance (-2 Res LL) 2215.1 1902.3 1960.2 
Note. ***p < .001, **p < .01, *p < .05, p = probability, MLE fixed effects 
coefficients,adjusting for random intercepts by individuals (standard errors). 
PFGF-P = Problems in finding a physical good fit, PFGF-A = Problems in finding an 
aesthetic good fit, PFGF-F = Problems in finding a functional good fit, BE-A = Body esteem-
Appearance, BE-R = Body esteem-Reflection, BE-W = Body esteem-Weight, ECAF = 
External causal attribution of fit problems, ICAF = Internal causal attribution of fit problems, 
LC = Locus of control. 
 
 
Figure 5.1. Cross-level interaction effect between review valence and problems in finding a good 
fit (functional dimension) on review evoked confidence in purchase  
 
A cross-level interaction on review evoked confidence in purchase were significant in 
Model 3 (see Table 5.16)—Review valence by problems in finding a good fit (functional 
dimension) (b = .11, S.E. = .04, t = 2.47). However, the direction of Hypothesis 16c was the 
opposite to the results shown in Figure 5.1. Thus, Hypotheses 16a-c, 19a-c, 22a-b, and 25 were 
not supported.  
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Table 5.16. Multilevel Estimates for Level 1, Level 2, and Mixed Random Intercept 
Model for Review Evoked Confidence in Purchase  
 Random intercept 
model - Level 1 
Random intercept 
model - Level 2 
Random intercept 
model - Mixed 
 Model 1 Model 2 Model 3 
Fixed effect  
Intercept 4.73*** (.06) 75.84 4.06*** (.55) 7.39 4.03*** (.56) 7.21 
Level 1       
Review valence 
(RV) 
.24* (.05) 4.76 .24* (.05) 4.35 .47 (.43) .89 
Level 2 
PFGF-P    .06 (.08) .43 .05 (.08) .69 
PFGF-A    .10 (.08) 1.27 .10 (.08) 1.21 
PFGF-F    -.07 (.05) -.90 -.07 (.05) -1.35 
BE-A    .01 (.10) .09 .01 (.10) .06 
BE-R   .04 (.08) .68 .04 (.08) .44 
BE-W    .07 (.08) .61 .07 (.08) .83 
ECAF   -.00 (.06)  -34 -.00 (.06)  -.02 
ICAF   -.04 (.06) -.46 -.04 (.06) -.65 
LC   .00 (.02) .01 .00 (.02) .11 
Cross-level interaction 
RV*PFGF-P     -.08 (.06) -1.36 
RV*PFGF-A     .01 (.06) .14 
RV*PFGF-F     .11* (.04) 2.47 
RV*BE-A    .01 (.08) .10 
RV*BE-R    .07 (.06) 1.18 
RV*BE-W    -.07 (.06) -1.11 
RV*ECAF    -.08 (.05) -1.71 
RV*ICAF    .05 (.05) 1.08 
RV*LC    -.01 (.01) -.47 
Random effect variance 
Intercept 1.23*** (.11) 10.92 1.31*** (.13) 9.99 1.31*** (.13) 10.00 
Covariance -.25*** -3.86 -.26*** (.07) -3.48 -.26*** (.07) -3.47 
τ02 = var (U0j)  .67*** (.07) 9.09 .66*** (.08)  8.22 .65*** (.08) 8.04 
σ02 = var (Rj) .79 (0) .  .81 (0) . .80 (0) . 
Deviance (-2 Res LL) 3155.5 2709.4 2734.8 
Note. ***p < .001, **p < .01, *p < .05, p = probability, MLE fixed effects coefficients, 
adjusting for random intercepts by individuals (standard errors). PFGF-P = Problems in 
finding a physical good fit, PFGF-A = Problems in finding an aesthetic good fit, PFGF-F = 
Problems in finding a functional good fit, BE-A = Body esteem-Appearance, BE-R = Body 
esteem-Reflection, BE-W = Body esteem-Weight, ECAF = External causal attribution of fit 
problems, ICAF = Internal causal attribution of fit problems, LC = Locus of control. 
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Figure 5.2. Cross-level interaction effect between review valence and body esteem-reflection on 
attitude toward the review 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.3. Cross-level interaction effect between review valence and body esteem-weight on 
attitude toward the review 
 
Two cross-level interactions on attitude toward the review were significant in Model 3 
(see Table 5.17): Review valence by body esteem (reflection) (b = .15, S.E. = .06, t = 2.25), 
review valence by body esteem (weight) (b = -.14, S.E. = .06, t = -2.10). However, as shown in 
Figure 5.2 and Figure 5.3, the results showed that positive fit review was more influential on 
attitude toward the review than negative fit review regardless of individuals’ body esteem-
reflection and body esteem-weight. Thus, Hypotheses 17a-c, 20a-c, 23a-b, 26 were not 
supported. 
0	1	
2	3	
4	5	
6	7	
0	 1	 2	 3	 4	 5	 6	 7	
Positive	2it	review	Negative	2it	review	
A
tti
tu
de
 to
w
ar
d 
th
e 
re
vi
ew
 
Body esteem-Weight 
0	1	
2	3	
4	5	
6	7	
8	
0	 1	 2	 3	 4	 5	 6	 7	
Positive	2it	review	Negative	2it	review	
Body esteem-Reflection 
A
tti
tu
de
 to
w
ar
d 
th
e 
re
vi
ew
 
  
115 
Table 5.17. Multilevel Estimates for Level 1, Level 2, and Mixed Random Intercept 
Model for Attitude toward the Review  
 Random intercept 
model - Level 1 
Random intercept 
model - Level 2 
Random intercept 
model - Mixed 
 Model 1 Model 2 Model 3 
Fixed effect 
Intercept 4.61*** (.04) 105.36 4.49*** (.36) 12.53 4.42*** (.04) 11.60 
Level 1 
Review valence 
(RV) 
1.08* (.05) 
 
20.65 1.11* (.06) 19.52 1.35* 
(.45) 
2.99 
Level 2       
PFGF-P    .02 (.06)  .43 .01 (.05)  .18 
PFGF-A    -.00 (.05)  -.06 .02 (.06)  .25 
PFGF-F    .01 (.03)  .23 .01 (.04)  .15 
BE-A    -.03 (.07)  -.43 -.04 (.07)  -.54 
BE-R   .04 (.05)  .80 -.00 (.05)  -.02 
BE-W    -.04 (.05) -.78 -.00 (.05)  -.01 
ECAF   .04 (.05)  1.01 .05 (.04)  1.05 
ICAF   -.01 (.05)  -.22 -.00 (.04)  -.11 
LC   -.00 (.01)  -.80 -.00 (.01)  -.08 
Cross-level interaction 
RV*PFGF-P      .04 (.06)  .65 
RV*PFGF-A      -.06 (.07) -.85 
RV*PFGF-F      .01 (.04) .17 
RV*BE-A     .03 (.08)  .40 
RV*BE-R     .15* (.06)  2.25 
RV*BE-W     -.14* (.06)  -2.10 
RV*ECAF     -.01 (.05)  -.29 
RV*ICAF     -.01 (.05)  -.28 
RV*LC     -.03 (.01)  -1.95 
Random effect variance 
Intercept 0 . 0 . 0 . 
Covariance -.31*** (.05) -6.34 -.33*** (.05) -6.00 -.32*** (.05) -5.99 
τ02 = var (U0j) .34 *** (.09) 3.70 .33*** (.10) 3.30 .31*** (.10) 3.16 
σ02 = var (Rj) 1.59*** (.11) 14.38 1.60*** (.12) 13.02 1.60*** (.12) 13.04 
Deviance (-2 Res LL) 2859.3 2444.2  2469.3 
Note. ***p < .001, **p < .01, *p < .05, p = probability, MLE fixed effects coefficients, 
adjusting for random intercepts by individuals (standard errors). 
PFGF-P = Problems in finding a physical good fit, PFGF-A = Problems in finding an 
aesthetic good fit, PFGF-F = Problems in finding a functional good fit, BE-A = Body 
esteem-Appearance, BE-R = Body esteem-Reflection, BE-W = Body esteem-Weight, 
ECAF = External causal attribution of fit problems, ICAF = Internal causal attribution of fit 
problems, LC = Locus of control. 
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Post-hoc hypothesis testing 
To explain the opposite directions refuting Hypotheses (H1-H3) in the results, post-hoc 
hypothesis testing was performed. Previous studies suggested that an individual’s predispositions 
are important in one’s information interpretation (selective perception in the knowledge stage of 
IDM by Rogers (2003), confirmation bias by Kassin et al. (2003), and positive confirmation bias 
by Wickens and Hollands (2000). Considering clothing products sold online as a continuous 
innovation in this study, IDM by Rogers (2003) was employed to explain how an individual 
processes each valenced fit review regarding a certain clothing product. Because the first 
impression to a new style of garment is affective due to the garment’s aesthetic characteristics 
(Pham et al., 2001), attitude toward the product can be an important factor when consumers 
process fit reviews. Selective perception in the knowledge stage of IDM supported that an 
individual’s predispositions (their existing attitudes and beliefs, i.e., the attitude toward the 
product in this study) affect how they interpret messages (Rogers, 2003). Confirmation bias can 
also support the importance of including attitude toward the product. Kassin, Goldstein, and 
Savitsky (2003) noted that confirmation bias is “the tendency to unconsciously seek and interpret 
behavior data in a way that verifies the first impression or prior expectations about the object in 
question” (Nahari & Ben-Shakhar, 2013, p. 247). According to “positive confirmation bias” 
(Wickens & Hollands, 2000), an individual tends to search for evidence that confirms their 
existing belief rather than search for disconfirming evidence. Once an individual sees a certain 
product in an online environment, one tends to generate a favorable/unfavorable attitude toward 
the product. For example, if a consumer has a positive attitude to a certain clothing item sold 
online, she/he will be likely to focus on and perceive positive fit reviews as more credible and 
favorable than negative fit reviews, which is consistent with his/her attitude toward the product. 
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Furthermore, if a consumer has a positive attitude to a certain apparel product shown on a 
website, she/he will be more likely to search for and interpret positive fit reviews to confirm 
one’s positive impression to the product. Then, positive fit reviews will give the consumer who 
has favorable attitudes to the product more confidence in making a purchase decisions than will 
negative fit reviews, compared to those who have unfavorable attitudes to the product. Thus, 
attitude toward the product as a covariate was added to test post-hoc Hypotheses 1-3. Post-hoc 
Hypotheses 1-3 posited that positive fit review was more influential than negative fit review for 
individuals who have more favorable attitudes to the product than those who have less favorable 
attitudes to the product. A random coefficient model was employed for each dependent variable 
(review credibility, review evoked confidence in purchase, and attitude toward the review).  
Post-hoc H1. For individuals who have more positive attitude toward the product, a 
positive fit review will be perceived as more credible than a negative review, compared 
to those who have less positive attitude toward the product. 
Post-hoc H2. For individuals who have more positive attitude toward the product, 
positive fit review will give more review evoked confidence in making a purchase 
decisions than will a negative review, compared to those who have less positive attitude 
toward the product. 
Post-hoc H3. For individuals who have more positive attitude toward the product, a 
positive fit review will be perceived as more favorable than will a negative review, 
compared to those who have less positive attitude toward the product. 
Before testing the post-hoc hypotheses, descriptive statistics in average score of attitude 
toward the product were reported. Three items measuring attitude toward the product were 
aggregated as an average score for each individual because the variable had sufficient reliability 
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(Cronbach’s alpha = .93) (see Table 5.8). As shown in Table 5.18, the mean score in average 
scores of attitude toward the product was 5.47 (SD = .07). The average score of attitude toward 
the product were distributed in a skewed way to the right. Approximately 76 percent of 
participants rated over 5 out of 7 point on the blouse/shirt shown on the mock website. This 
indicated that a majority of the participants moderately to strongly agreed that the blouse/shirt 
was likable, fashionable, and attractive. 
Table 5.18. Descriptive Statistics in Average Score of Attitude toward the Product 
 
 f % M SD 
 
Average score of attitude toward the product (n = 418) 
 
5.47 .07 
1.00 10 2.4   
1.33 1 .2   
1.67 3 .7   
2.00 6 1.4   
2.33 4 1.0   
2.67 4 1.0   
3.00 21 5.0   
3.33 8 1.9   
3.67 1 .2   
4.00 13 3.1   
4.33 15 3.6   
4.67 13 3.1   
5.00 48 11.5   
5.33 17 4.1   
5.67 31 7.4   
6.00 78 18.7   
6.33 23 5.5   
6.67 19 4.5   
7.00 103 24.6   
Note. 1 = the average score when an individual rated the product as “strongly disagree” on 
likability, fashionability, and attractiveness, 7 = the average score when an individual rated 
the product as “strongly agree” on likability, fashionability, and attractiveness.   
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Figure 5.4. Moderating effect of attitude toward the product between review valence and review 
credibility 
 
 
Figure 5.5. Moderating effect of attitude toward the product between review valence and review 
evoked confidence in purchase  
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.6. Moderating effect of attitude toward the product between review valence and attitude 
toward the review 
0 
1 
2 
3 
4 
5 
6 
0 1 2 3 4 5 6 7 R
ev
ie
w
 e
vo
ke
d 
co
nf
id
en
ce
 
in
 p
ur
ch
as
e 
Attitude toward the product 
Positive fit 
review 
Negative fit 
review 
4.4	4.6	
4.8	5	
5.2	5.4	
5.6	5.8	
0	 1	 2	 3	 4	 5	 6	 7	
Review
	credib
ility	
Attitude toward the product 
Positive fit 
review 
Negative fit 
review 
0 
1 
2 
3 
4 
5 
6 
7 
0 1 2 3 4 5 6 7 A
tti
tu
de
 to
w
ar
d 
th
e 
re
vi
ew
 
Attitude toward the product 
Positive fit 
review 
Negative fit 
review 
  
120 
As shown in Figure 5.4, 5.5, and 5.6, the results of multilevel analysis showed that there 
were moderating effects of attitude toward the product between review valence and responses to 
the review on three dependent variables were significant. For individuals who liked the product, 
they perceived positive fit review as more credible (b = .08, t = 5.14, p < .001) and more 
favorable (b = .18, t = 5.60, p < .001) and gave them more review evoked confidence in purchase 
(b = .24, t = 7.24, p < .001) than did negative fit review among those who liked the product less 
(see Table 5.19).  
Table 5.19. Post-hoc Test Results of Multilevel Random Intercept Model with a Covariate 
for Each Dependent Variable 
  
 Review credibility Review evoked 
confidence in purchase  
Attitude toward the 
review 
 Est. t Est. t Est. t 
Fixed effect       
Intercept 5.22*** (.15) 34.53 4.69*** (.24) 19.91 4.42*** (.17) 26.76 
Level 1     
Review valence 
(RV) 
-.39*** (.09) -4.32 -.75*** (.18) -4.09 -.22 (.19) -1.18 
Level 2     
Attitude toward 
the product (ATP) 
.02 (.03) .69 .01 (.04) .19 .04 (.03) 1.21 
Cross-level interaction     
RV*ATP .08*** (.02) 5.14 .18*** (.03) 5.60 .24*** (.03) 7.24 
Random effect 
variance 
Est. Z Est. Z Est. Z 
Intercept .43*** (.05) 8.71 1.22*** (.11) 10.80 0 (.) . 
Covariance -.03 -1.5 -.26*** (.06) -4.04 -.33*** (.05) -7.06 
τ02 = var (U0j) 0 - .59*** (.07) 8.52 .22** (.08) 2.60 
σ0
2 = var (Rj) .48 .03 .80 (.0) . 1.59*** (.11) 14.38 
Deviance  
(-2 Res LL) 
 
3133.2 
 
2200.2 
 
2804.6 
Note. ***p < .001, **p < .01, *p < .05, p = p-value, MLE fixed effects coefficients, adjusting 
for random intercepts by individuals (standard errors). Est. = parameter estimate, t = t-value, Z 
= Z-value. 
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Phase 2: Structural equation modeling and results  
The second part of the proposed model tests the relationships among an individual’s 
response to the fit review, response to the overall product information, and response to the online 
retailer (see Figure 3.2).  
Correlations between the variables  
The correlations between the three manifest variables and four latent variables are shown 
in Table 5.20. Attitude toward the retailer and overall confidence in purchase were highly 
correlated with site credibility (.57), overall confidence in purchase (.52), and future purchase 
intention (.63). Review evoked confidence in purchase and overall confidence in purchase were 
highly correlated (.52). Review credibility was moderately correlated with site credibility (.33) 
and attitude toward the review (.31). Future purchase intention was moderately correlated with 
site credibility (.37), overall confidence in purchase (.35), and review evoked confidence in 
purchase (.12). Review credibility was moderately correlated with review evoked confidence in 
purchase (.14), and site credibility was moderately correlated with overall confidence in purchase 
(.14). Attitude toward the review was moderately correlated with review evoked confidence in 
(.12) and site credibility (.15). 
Table 5.20. Correlations Among Three Manifest Variables (1-3) and Four Latent 
Variables (4-7) 
 
 1 2 3 4 5 6 7 
1. Review credibility 1       
2. Review evoked confidence 
in purchase  .14* 1      
3. Attitude toward the review .33*** .12* 1     
4. Site credibility .31*** .07 .15** 1    
5. Overall confidence in 
purchase  .11 .52*** .14* .47*** 1   
6. Attitude toward the retailer .10 .11 .20*** .57*** .52*** 1  
7. Future purchase intention .01 .14* -.01 .37*** .35*** .63*** 1 
Note. Significant at p < .05*, p < .01**, p < .001*** 
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Measurement model 
A measurement model with three manifest variables and four latent variables (14 
indicators) was performed to evaluate the quality of measures prior to testing the second part of 
the hypothesized model (H4-H14). The three manifest variables were review credibility, review 
evoked confidence in purchase, and attitude toward the review. Because those three variables 
were repeated measures, provided twice (once for positive fit review and once for negative), the 
summed scores for each review were added together to create a single manifest variable for each.  
As presented in Table 5.21, standardized factor loadings for the 14 items to the four 
factors (i.e., site credibility, overall confidence in purchase, attitude toward the retailer, and 
future purchase intention) were higher than .50, ranging from .72 to .95, and were significant at p 
< .001 level. Chi-square test and fit indices (CFI, RMSEA, TLI, and SRMR) show that the 
measurement model fits the data well (χ2 = 275.77, df = 101, p < .000, RMSEA = .07, CFI = .96, 
TLI = .95, SRMR = .03). 
Table 5.21. Parameter Estimates for the Four Latent Variables and 14 Indicators in 
the Measurement Model 
 
Construct Items S. Est S.E. T 
Site credibility STCR1 .90 .01 61.92*** 
STCR2 .92 .01 73.66*** 
STCR3 .88 .02 57.45*** 
Overall confidence in 
purchase  
STCF1 .94 .01 87.35*** 
STCF2 .90 .01 69.87*** 
STCF3 .88 .02 58.77*** 
Attitude toward the retailer ATTR1 .89 .01 69.48*** 
 ATTR2 .89 .01 7.05*** 
 ATTR3 .94 .01 111.39*** 
 ATTR4 .95 .01 128.69*** 
 ATTR5 .93 .01 10.32*** 
Future purchase intention FPI1 .91 .02 55.59*** 
 FPI2 .90 .02 53.73*** 
 FPI3 .72 .03 23.41*** 
Note. ***p < .001, **p < .01, *p < .05  
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Structural model results and hypothesis testing 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.7. Structural Model Showing the Hypothesized Relationship between the Variables 
 
The results of the chi-square test and the fit indices show that the hypothesized model fits 
the data well (χ2 = 305.538, df = 108, p < .000, RMSEA = .07, CFI = .97, TLI = .96, SRMR = 
.08). Figure 5.7 shows the variables, paths, and goodness-of-fit measures used in testing the 
structural model. This procedure used maximum-likelihood estimation to test Hypotheses 4 to 14 
of the proposed model. Six out of 11 structural paths in the SEM model were statistically 
significant (p < .05). 
The structural model supported six of the 11 hypotheses (4, 6, 7, 10, 12, and 14). 
Hypothesis 4 predicted that review credibility is positively related to site credibility. The 
standardized path coefficient between review credibility and site credibility was .32 (t = 7.36, p < 
.001), providing support for Hypothesis 4. Hypothesis 5 posited that review credibility is 
positively related to overall confidence in purchase. The standardized path coefficient between 
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review credibility and overall confidence in purchase was -.02 (t = .39, p = .70), thus Hypothesis 
5 was not supported. Hypothesis 6 predicted that review evoked confidence in purchase is 
positively related to site credibility. The standardized path coefficient between confidence in 
purchase decisions and site credibility was .11 (t = 2.13, p < .05), supporting Hypothesis 6. 
Hypothesis 7 posited that review evoked confidence in purchase is positively related to overall 
confidence in purchase. The standardized path coefficient was .57 (t = 15.97, p < .001), 
supporting Hypothesis 7. Hypotheses 8 and 9 predicted that attitude toward the review is 
positively related to site credibility (H8) and overall confidence in purchase (H9). The 
standardized path coefficients were not significant (attitude toward the review and site 
credibility: b = .04, t = .82, p = .42; attitude toward the review and overall confidence in 
purchase: b = .04, t = .85, p = .40), thus Hypothesis 8 and 9 were not supported. 
 Hypothesis 10 proposed that site credibility positively affects attitude toward the retailer. 
The standardized path coefficient was .37 (t = 7.37, p < .001), supporting Hypothesis 10. 
Hypothesis 11 predicted that site credibility is positively related to future purchase intention. The 
standardized path coefficient was not significant (b = .07, t = 1.29, p = .20), thus Hypothesis 11 
was not supported. Hypothesis 12 posited that overall confidence in purchase has a positive 
influence on attitude toward the retailer. The standardized path coefficient was .23 (t = 4.35, p < 
.001), supporting Hypothesis 12. Hypothesis 13 proposed that overall confidence in purchase is 
positively associated with future purchase decisions. The standardized path coefficient was not 
significant (b = .05, t = .94, p = .35), thus Hypothesis 13 was not supported. Hypothesis 14 
predicted that attitude toward the retailer is positively related to future purchase decisions. The 
standardized path coefficient was .60 (t = 14.39, p < .001), supporting Hypothesis 14.  
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Covariate  
This study used a particular shirt/blouse in the mock website, and participants’ attitude 
toward the product was measured to control for the effects of possible confounding variables. As 
shown in Table 5.22, the correlations between attitude toward the product, responses to the site 
(i.e., site credibility and overall confidence in purchase), and responses to retailer (i.e., attitude 
toward the retailer and future purchase intention) were statistically significant, ranging from .20 
to .45. Attitude toward the product reflects an individual’s evaluative judgment of an object 
(Ajzen & Fishbein, 1980; Bagozzi et al., 1999). According to the IDM by Rogers (2003), a 
favorable or unfavorable attitude toward the innovation is the main outcome of the persuasion 
stage in the IDM model, which can be a significant determinant of whether to decide to adopt the 
product (Rogers, 2003). Furthermore, attitude toward the product plays an important role in 
determining an individual’s behavioral choices and intentions (Dabholkar, 1994). When an 
individual has a favorable attitude toward the product, she/he is likely to have positive attitude to 
the brand according to the empirical study of Mitchell (1986). Previous studies in Advertising 
also supported that positive beliefs in a product’s features had a positive influence on attitude to 
the brand (e.g., MacKenzie, et al., 1986). If an individual has a positive attitude toward the 
product, she/he is likely to have positive responses to the overall information provided by the 
retailer. Thus, attitude toward the product was used as a covariate variable to test post-hoc 
Hypotheses 4-7.  
Post-hoc H4. Attitude toward the product will be positively related to site credibility. 
Post-hoc H5. Attitude toward the product will be positively related to overall confidence 
in purchase. 
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Post-hoc H6. Attitude toward the product will be positively related to attitude toward the 
retailer.  
Post-hoc H7. Attitude toward the product will be positively related to future purchase 
intention.  
Table 5.22. Correlation Between Attitude Toward the Product and Four Dependent 
Variables 
 Attitude toward the product (shirt/blouse) 
Site credibility .42*** 
Overall confidence in purchase  .45*** 
Attitude toward the retailer .34*** 
Future purchase intention .20*** 
Note. ***p < .001, **p < .01, *p < .05  
Post-hoc hypothesis testing 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 5.8. The hypothesized model (Phase 2) adding post-hoc hypotheses (effects of attitude 
toward the product on four dependent variables) 
 
Review credibility 
Review evoked 
confidence in purchase  
Attitude toward the 
review 
Site 
credibility 
Overall 
confidence in 
purchase  
Attitude toward 
the retailer 
Future purchase 
intention 
.32*** 
(.32***) 
.03 
(.04) 
.11* 
(.11*) 
-.02  
(-.02) 
.57*** 
(.57***) 
.03 
(.04) 
.28*** 
(.37***) 
.21*** 
(.23***) 
.08  
(.07) 
.07 
(.05) 
.42*** 
(.60***) 
χ2 (df = 152) = 447.11,  
RMSEA = .07,  
CFI = .96,  
TLI = .95,  
SRMR = .07 
Attitude toward 
the product 
.19*** 
.11* 
.48*** 
.30*** 
R2 = .17 
R2 = .34 R2 = .48 
R2 = .44 
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Using SEM analysis, post-hoc hypotheses 4-7 were tested by adding a covariate (attitude 
toward the product) based on the empirical evidence in the previous literature (see Figure 5.8). 
Because the covariate had a significant effect on four dependent variables (see Table 5.22), the 
effect of attitude toward the product on four dependent variables were tested. Model fit indices 
and chi-square difference tests were performed to compare the two models with and without the 
covariate, and they proved to be significantly different (χ2diff  = 141.57, dfdiff = 34, p < .001) (see 
Figure 5.8). Although there were changes in some standardized path coefficients after adding the 
covariate, the directions and significance of the paths were unchanged (see Table 5.22). 
According to the results shown in Table 5.23, post-hoc H4 to H7 were supported, indicating that 
attitude toward the product was positively related to site credibility (b = .19, t = 3.71, p < .001), 
overall confidence in purchase (b = .11, t = 2.51, p < .001), attitude toward the retailer (b = .48, t 
= 12.21, p < .001), and future purchase intention (b = .30, t = 5.95, p < .001). 
Table 5.23. Summary of Casual Relationship Testing 
 
 Hypothesis Without covariate With covariate 
S. Est. (SE) t S. Est. (SE) t 
H4 Review credibility  
à Site credibility  
.32*** (.05) 6.47 .32*** (.05) 6.47 
H5 Review credibility  
à Overall confidence in 
purchase  
-.02 (.05) -.39 -.02 (.05) -.39 
H6 Review evoked confidence in 
purchase   
à Site credibility 
.11* (.05) 2.13 .11* (.05) 2.13 
H7 Review evoked confidence in 
purchase decisions 
à Overall confidence in 
purchase  
.57*** (.04) 15.97 .57*** (.04) 15.97 
H8 Attitude toward the review  
à Site credibility 
.04 (.05) .82 .04 (.05) .82 
H9 Attitude toward the review 
à Overall confidence in 
purchase  
.04 (.04) .85 .04 (.04) .85 
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Table 5.23. Summary of Casual Relationship Testing (Continued) 
 
H10 Site credibility  
à Attitude toward the retailer 
.37*** (.05) 7.36 .28*** (.05) 6.12 
H11 Site credibility  
à Future purchase decisions 
.07 (.05) 1.29 .08 (.05) 1.57 
H12 Overall confidence in 
purchase  
à Attitude toward the retailer 
.23*** (.05) 4.35 .21*** (.05) 4.66 
H13 Overall confidence in 
purchase  
à Future purchase decision 
.05 (.05) .94 .08 (.05) 1.63 
H14 Attitude toward the retailer  
à Future purchase decisions 
.60*** (.04) 14.39 .42*** (.06) 7.59 
PH4 Attitude toward the product  
à Site credibility 
  .19*** (.05) 3.71 
PH5 Attitude toward the product  
à Overall confidence in 
purchase  
  .11*** (.04) 2.57 
PH6 Attitude toward the product  
à Attitude toward the retailer 
  .48*** (.04) 12.21 
PH7 Attitude toward the product  
à Future purchase decisions 
  .30*** (.05) 5.95 
Note. ***p < .001, **p < .01, *p < .05 
Highlighted cells in light grey showed some changes after adding the covariate in the 
hypothesized model. PH = Post-hoc hypothesis. 
 
Ad-hoc mediation testing 
 Mediation effects were tested to enhance understanding about the results. Preacher and 
Hayes’ (2008) bootstrap procedure was conducted in Mplus to examine the extent to which 
responses to the attitude toward the retailer mediates the effects of responses to the overall 
product information on future purchase decisions. In addition, other possible mediation effects 
were examined.  
As shown in Table 5.24, the results indicated that there were indirect effects for site 
credibility (.20) and pvera;; confidence in purchase (.09) on future purchase intention through 
attitude toward the retailer. Attitude toward the product was indirectly related with future 
purchase decisions through attitude toward the retailer (.17) and through site credibility and 
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attitude toward the retailer (.02). There was an indirect effect of attitude toward the product on 
attitude toward the retailer through site credibility (.04). 
Table 5.24. Results of Ad-hoc Mediation Effects 
 
Predictors Mediators Dependent 
variables 
Indirect 
effects 
Direct 
effects 
Total 
effects 
Site credibility Attitude toward the 
retailer 
Future purchase 
intention 
.20*** 
(3.83) 
 
.14 
(1.53) 
.34*** 
(3.61) 
Overall 
confidence in 
purchase  
Attitude toward the 
retailer 
Future purchase 
intention 
.09** 
(3.35) 
.08 
(1.35) 
.16*** 
(2.76) 
Attitude toward 
the product 
Site credibility Future purchase 
intention 
.01 
(1.31) 
.26*** 
(5.74) 
.48*** 
(9.52) 
Overall confidence 
in purchase  
.01 
(1.11) 
Attitude toward the 
retailer 
.17*** 
(4.87) 
M1: Site credibility 
M2: Attitude 
toward the retailer 
.02* 
(2.56) 
M1: Overall 
confidence in 
purchase  
M2: Attitude 
toward the retailer 
.01 
(1.82) 
Attitude toward 
the product 
Site credibility Attitude toward 
the retailer 
.04** 
(2.94) 
.32** 
(6.71) 
.37*** 
(7.37) 
 Overall confidence 
in purchase  
.02  
(1.86) 
Note. Standardized path coefficients are reported with t-values in parentheses.  
*** p < .001. ** p < .01, * p< .05 
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CHAPTER VI. DISCUSSIONS 
Chapter 6 summarizes the research findings regarding Study 1 (scale development of 
problems in finding a good fit) and Study 2 (an experimental study of the role of fit information 
in consumer decision-making process). Then, the findings are specifically discussed and 
interpreted.  
Study 1: Summary and Discussions 
In spite of the growing importance of understanding consumer experiences with fit, few 
studies have measured fit problems in multiple dimensions. Recent studies have emphasized that 
consumers evaluate fit in multiple dimensions (McKinney & Shin, 2014; Shin & Damhorst, 
2014; Shin & McKinney, 2014); also, Frost (1988) suggested that consumer perception of good 
fit includes the relationship of clothing to the body in terms of both visual fit and comfort of 
garment performance. In the present study, problems in finding a good fit was defined as the 
consumer’s generalized perception of fit based on prior shopping experience with physical, 
aesthetic, and functional aspects of clothing. Thus, this study’s goal was to develop a reliable, 
valid, and holistic measure of problems in finding a good fit, reflecting all three dimensions (i.e., 
physical, aesthetic, and functional).  
To achieve this goal, the present study took three steps. First, 20 questionnaire items 
pertaining to the three dimensions were identified, based on previous qualitative findings by Shin 
(2013) among male and female undergraduate students. Face validity, content validity, and 
wording clarity of the items were assessed by the author’s two major professors in the Apparel, 
Merchandising, and Design program.  
Second, the items were distributed in a questionnaire and data was collected from male 
and female adults ranging from 18 to 73 years of age in the United States, through solicitation on 
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Amazon Mechanical Turk (AMT). Confirmatory factor analysis (CFA) was conducted as a 
preliminary test of reliability and validity for the developed 20-item scale. Reliability and 
validity (convergent and discriminant) were assessed. Fourteen items were identified as valid 
measures for male and female consumers.  
Third, partial final scale validation was conducted. The data was collected from female 
adult participants in the United States with a sample of 418 participants solicited through AMT. 
Fifteen items were found to be valid for this female-only sample. After evaluating reliability and 
convergent and discriminant validity, nomological validity of the scale of problems in finding a 
good fit was assessed by checking correlation with two sub-dimensions of body esteem: body 
esteem-appearance and body esteem-weight. A negative correlation was found between physical 
problems in finding a good fit and these two sub-dimensions of body esteem; this supports 
previous studies which found that consumers’ body satisfaction positively affected their fit 
perception, such as fit satisfaction (e.g., LaBat & DeLong, 1990) and fit preference (e.g., 
Chattaraman & Rudd, 2006). Problems in finding a good aesthetic fit were also negatively 
correlated with the two sub-dimensions of body esteem; this finding is consistent with 
Chattaraman and Rudd (2006) who found that body satisfaction was negatively correlated with 
female consumers’ aesthetic preferences, such as greater body coverage and less fitted clothing. 
As expected, problems in finding a good fit did fall into three distinct dimensions: 
physical, aesthetic, and functional. Factor analysis showed that the scale of problems in finding a 
good fit was reliable and had content, convergent, discriminant, and nomological validity. The 
developed scale therefore appears to accurately capture consumers’ problems in finding a good 
fit in three dimensions. Each dimension of the developed scale is discussed in following sections 
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Problems in finding a good fit—Physical (PFGF-P) 
“Problems in finding a good fit” was defined in this study as the extent to which 
consumers have had difficulty finding clothing that provides an appropriate length and tightness 
for the body based on their prior shopping experiences. The physical dimension of problems in 
finding a good fit refers to the consumer’s perceived relationship between clothing and body, 
tightness, and length. CFA showed that the factor with four items appeared to explain 57% of the 
variance in the scale in both samples across genders with a wide range of ages (Step 2), and 52% 
of the variance in the female sample with a wide range of ages (Step 3).  
The physical dimension of fit was assessed by four items: (1) Is tailored to my body; (2) 
Is not too tight or not too loose; (3) is not too short (long enough) or not too long; and (4) Is not 
too small or not too large. All of these items were preceded by the phrase “Based on my previous 
experience with clothing fit, I often have had problems in finding clothing that ...”  The results 
supported the qualitative findings of Shin and Damhorst (2014) who found that college students’ 
evaluation of features of fit include tightness and length.  
Problems in finding a good fit—Aesthetic (PFGF-A) 
“Problems in finding a good aesthetic fit” refers to the extent to which consumers have 
had difficulty finding clothing that gives them a good appearance based on their prior shopping 
experience. Drawing on the qualitative findings of focus group interviews in a previous study 
(Shin, 2013), eight items were generated: (1) Shows my body shape without exposing too much 
of myself; (2) Shows off my body parts in a good way; (3) Does not show my body flaws such as 
stomach or belly; (4) Is flattering on me; (5) Looks good on me; (6) Changes how my height 
looks in a positive way; (7) Makes me look attractive; and (8) Changes how my weight looks in a 
positive way.”  All of these were preceded by the phrase “Based on my previous experience with 
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clothing fit, I often have had problems in finding clothing that ...” After CFA on the data from 
both gender groups in Step 2, three items were found to be highly related to other items in the 
same factor of PFGF-A, and were therefore removed. The three items were “Is flattering on me”, 
“Changes how my height looks in a positive way”, and “Makes me look attractive.” Further 
analysis in Step 3 indicated that two items (“Is flattering on me” and “Makes me look attractive”) 
should be dropped from the female-only sample. However, “Changes how my height looks in a 
positive way” was not removed from the female-only sample. The factor (PFGF-A) appeared to 
explain 60% of variance in the scale in both samples across genders (Step 2) and 51% of 
variance in the scale across a wide range of ages (Step 3). 
Problems in finding a good fit—Functional (PFGF-F) 
“Problems in getting a good functional fit” was defined as the extent to which consumers 
have had difficulty in finding clothing that enables them to move comfortably based on their 
prior shopping experience. Eight items were taken from Shin’s (2013) qualitative study: (1) I can 
move and sit down easily; (2) I can move around in comfortably in every direction; (3) Does not 
restrict my movement; (4) Allows me to move my arms when I reach for something; (5) Helps 
me do daily activities more comfortably and easily; (6) Makes me feel comfortable while 
wearing it; (7) Does not constantly slip off while walking around; and (8) Does not constantly 
need to be pulled up. All of these were preceded by the phrase “Based on my previous 
experience with clothing fit, I often have had problems in finding clothing that. . .”  Of the eight 
items generated, only five were validated through two separate CFA in Step 2 and Step 3. The 
first four items were shown to be valid for both gender groups in Step 2 and for female 
participants in Step 3. However, in Step 2, the fifth item “Helps me do daily activities more 
comfortably and easily” was included while in Step 3 the sixth item “Makes me feel comfortable 
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while wearing it” was included. This means that (1) both male and female consumers considered 
comfort while doing daily activities as an important element of functional fit, and (2) feeling 
comfortable while wearing clothing was an important element of functional fit for female 
participants. These five items appeared to explain 76% of variance in the scale among female 
and male samples in Step 2 and 72% of variance among female samples with wide range of ages 
in Step 3.  
Effects of Gender and Age on Problems in Finding a Good Fit 
This study examined differences between gender groups in problems in finding a good 
fit. Factor loadings in each dimension of the scale (problems in finding a good fit) were similar 
across gender groups, implying that both female and male consumers had experienced problems 
finding a good fit in all three dimensions (physical, aesthetic, and functional). The results were 
consistent with Shin’s (2013) qualitative study which found that female and male young adults 
mentioned all three dimensions of fit. 
When examining the mean differences in each dimension of problems in finding a good 
fit, female consumers were more likely than male consumers to have problems in finding a good 
fit in the physical and aesthetic dimensions. However, the mean scores in functional dimension 
of problems in finding a good fit did not differ across gender groups. These results are 
inconsistent with Shin’s (2013) findings that male young adults were more likely to report fit 
problems in the physical and functional dimensions while female young adults were more like to 
report fit problems in the aesthetic dimension. However, the qualitative findings in Shin’s study 
cannot be expected to be representative of random samples.  
The results showed that age was not significantly correlated with any of the three 
dimensions of problems in finding a good fit. This means that the degree of problems in finding a 
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good fit in all three dimensions did not vary across consumers’ ages. These results are 
inconsistent with those of previous studies in fit satisfaction, which have found that age is 
negatively related to fit satisfaction (Plutt, 2011; Shim & Bickle, 1993). It must be recognized 
that in the current study, older consumers were not well represented. 
Study 2: Summary and Discussion 
 
Study 2 focused on whether the valence of a fit review influenced consumers in their 
responses to the fit review, depending on individual characteristics. It also examined how 
responses to the fit reviews were related to responses to the overall product information and to 
the online retailer. An online experimental study employing one-factor within-subject design was 
used to examine (1) whether fit review valence (positive vs. negative) affected consumers’ 
responses to the fit review (review credibility, review evoked confidence in purchase, and 
attitude toward the review); (2) whether the responses evoked by the reviews affected readers’ 
responses to the overall product information and the retailer; (3) whether the effect of fit review 
valence differed by individual characteristics (problems in finding a good fit, body esteem, locus 
of control, and causal attribution of fit problems).  
Effects of valence of fit information in online consumer reviews on responses to the review  
Based on previous research, it was hypothesized that negative fit reviews would be more 
influential than positive fit reviews on consumer’s responses to the fit review. Contrary to the 
hypotheses, however, the results revealed that the positive fit review was more influential than 
the negative fit review on consumers’ perceived review credibility, review evoked confidence in 
purchase, and attitude toward the review. These findings may be supported by the literature on 
the positivity effect that positive information was more influential than negative information 
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when having more diagnostic positive cues compared to negative cues (Skowronski & Carston, 
1989).  
The results could also be explained by confirmation bias (Kassin et al., 2003; Nahari & 
Ben-Shakhar, 2013) and positive confirmation bias (Wickens & Hollands, 2000). Post-hoc 
analysis showed that attitude toward the product played a significant moderating role in the 
relationship between review valence and responses to the review, meaning that an individual’s 
positive attitude toward the product made the positive fit review more influential than the 
negative fit review on her response to the review. Post-hoc analysis showed that about 76 
percent of the participants had a positive attitude toward the product (rated the stimuli between 
4 and 7 points), which meant that the positive fit review was perceived as more influential than 
the negative fit review because it confirmed their positive attitude toward the product. Due to a 
garment’s aesthetic characteristics, a consumer’s attitude toward the apparel product may 
influence his or her fit information processing. The concept of selective perception at the 
knowledge stage in the IDM suggests that an individual’s existing attitudes and beliefs affect 
their tendency to interpret communication messages (Rogers, 2003), which may explain these 
results. 
Review credibility   
The present study examined how fit review valence affects review credibility. Review 
credibility was defined as the extent to which the message is perceived as true, factual, and 
believable. The findings of this study suggest that participants were likely to perceive the 
positive fit review as more credible than the negative fit review. The findings were the 
opposite of both the hypothesized results and other previous studies on the negativity effect 
(Lee, Rodgers, & Kim, 2009; Xue & Zhau, 2010; Yang & Mai, 2010). However, the results do 
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concur with the literature on the positivity effect, which indicates that positive cues are more 
diagnostic than negative ones (Skowronski & Carlston, 1989). If individuals consider the 
garment as likable, fashionable, and attractive, they are more likely to focus on positive fit 
information in online consumer reviews to confirm their prior attitudes, and therefore they 
perceive the review as credible. It must also be recognized that particular characteristics of the 
positive and negative review presented as stimuli in this study may have shaped findings. 
Review evoked confidence in purchase 
Similarly, I found that participants were likely to have more confidence in their purchase 
decisions when exposed to the positive fit review than the negative fit review. Although this was 
also unexpected given previous research on the negativity effect (Lee et al., 2009; Xue & Zhau, 
2010; Yang & Mai, 2010), it does align with literature on the positivity effect. Furthermore, the 
results support previous studies on confirmation bias (Kassin et al., 2003; Nahari & Ben-
Shakhar, 2013) and positive confirmation bias (Wickens & Hollands, 2000).  
Attitude toward the review 
Participants were likely to have a more favorable attitude toward the review when 
exposed to the positive fit review than the negative fit review. This finding was surprising 
because previous studies have shown negative online consumer reviews to be more influential 
than positive ones (e.g., Feldman & Lynch, 1988; Herr et al., 1991). This disparity between the 
findings of the present study and those of previous studies may be due to the use of different 
product categories. Previous studies primarily used non-apparel product categories, meaning that 
aesthetic attributes of the product played a less important role in  consumer’s affective responses 
to the product. A positive attitude toward the product – perceiving it as likable, fashionable, and 
attractive – may have affected fit information processing in such a way that the positive fit 
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review was perceived as more favorable than the negative fit review because it confirms prior 
attitude toward the product. However, the negative fit review was perceived as less favorable 
than the positive fit review when it conflicted with the individual’s pre-existing attitude toward 
the product.  
Moderating effects of individual characteristics on the relationship between review valence 
and responses to the review 
I proposed interactions between individual characteristics and review valence on an 
individual’s responses to the review. Although three significant moderating effects were found, 
the directions were opposite to the proposed hypotheses. One possible explanation for the 
contradictory results may be that a majority of the participants had a positive attitude toward the 
product (blouse/shirt) shown in the experimental stimulus. As discussed earlier, a positive 
attitude toward the product can affect an individual’s fit information processing in such a way 
that the positive fit review was more influential than the negative fit review – an example of 
confirmation bias (Kassin et al., 2003; Nahari & Ben-Shakhar, 2013) and positive confirmation 
bias (Wickens & Hollands, 2000).  
Problems in finding a good fit 
The results indicated that individuals with more problems in finding a good functional fit 
were more sensitive to the valenced fit reviews than those with less problems in finding a good 
functional fit. In other words, individuals with more problems in finding a good functional fit 
have more confidence in their purchase decisions when exposed to the positive fit review and 
have less confidence in their purchase decisions when exposed to the negative fit review than 
those with fewer problems in finding a good functional fit. However, problems in finding a good 
fit in the other two dimensions (physical and aesthetic dimensions) had no significant moderating 
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effects on the relationship between review valence and confidence in purchase decisions. This 
indicates that the positive fit review gave individuals more confidence in their purchase decisions 
than the negative fit review, regardless of their prior problems in finding a physically or 
aesthetically good fit.  
Problems in finding a good fit in each dimension had a non-significant moderating effect 
on the relationships between review valence and review credibility and attitude toward the 
review. Respondents tended to perceive the positive fit review as more credible and favorable 
regardless of their prior problems in finding a good fit in all three dimensions. No studies have 
focused on this concept in the specific context of fit information processing.  
Body esteem 
Body esteem was found to have a significant moderating effect. However, the directions 
of the effects were opposite to the hypotheses, which proposed that individuals with lower body 
esteem would respond more strongly to the negative fit review and the positive fit review than on 
those with higher body esteem. In fact, the positive fit review was perceived more favorably by 
individuals with more positive reflective body esteem and appearance than by those with more 
negative reflective body esteem. In contrast, the negative fit review was perceived less favorably 
by individuals with more positive reflective body esteem and appearance than by those with 
more negative reflective body esteem. In other words, individuals with lower body esteem 
shaped from other’s negative evaluations about their body and appearance were likely to have 
similar attitude toward the review when exposed to either the positive and negative fit review. It 
may be because individuals with high body esteem shaped from other people’s positive 
evaluations about their body and appearance were likely to be more susceptible to the positive fit 
review than the negative fit review, which can be explained by positive confirmation bias 
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(Wickens & Hollands, 2000). Individuals with low body satisfaction derived from the others’ 
negative evaluations on their body and appearance tended to have favorable attitude toward the 
review when they read the positive fit review than negative fit review. This positivity effect may 
be influenced by individuals’ personal taste for the product, which also can be explained by 
positive confirmation bias (Wickens & Hollands, 2000).  
Furthermore, the positive fit review was perceived less favorably by individuals with 
greater weight satisfaction than by those with lower weight satisfaction, while the negative fit 
review was perceived more favorably by individuals with greater weight satisfaction than by 
those with lower weight satisfaction. Individuals with higher weight satisfaction perceived the 
positive and negative fit reviews differently compared to those with lower weight satisfaction 
because they may have confidence that did not make them be affected by the valenced fit 
reviews. However, individuals with low weight satisfaction tended to perceive the negative fit 
review as less favorable than the positive fit review. This may be because they might have 
concerns about the blouse/shirt’s fit when reading the negative fit review. 
Body esteem for overall appearance was found to have no significant moderating effects 
on the relationships between review valence and responses to the review (review credibility, 
review evoked confidence in purchase, and attitude toward the review). Furthermore, body 
esteem-reflection was found to have no significant moderating effects on the relationship 
between review valence and responses to the review (review credibility and review evoked 
confidence in purchase). 
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Causal attribution of fit problems 
This study found no moderating effects of causal attribution of fit problem in each 
dimension on the relationship between review valence and responses to the review. The effect of 
review valence on responses to the review (review credibility, review evoked confidence in 
purchase, and attitude toward the review) did not vary as a function of the extent to which 
respondents attributed their fit problems to either internal or external causes. The lack of an 
established measure for assessing causal attribution of fit problems may have contributed to 
these findings. This study first attempted to develop a measure of causal attribution of fit 
problems. According to the results, the correlation between internal and external causal 
attribution of fit problems was not negative, as expected from definitions of these concepts in the 
literature.  
Locus of control 
There were no significant moderating effects of locus of control on the relationship 
between review valence and responses to the review. The effect of review valence on responses 
to the review (review credibility, review evoked confidence in purchase, and attitude toward the 
review) did not vary as a function of general personality in terms of locus of control. This 
suggests that respondents tended to perceive the positive fit review as more credible and 
favorable than the negative fit review, regardless of their locus of control.  
Effects of responses to the review on responses to overall product information 
Site credibility 
The findings from Part 2 suggest that consumer responses to the review, review 
credibility and review evoked confidence in purchase, were positively related to site credibility. 
This indicates that credible fit reviews and fit reviews that give consumers confidence in their 
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purchase decisions would also make consumers perceive the overall product information as 
credible. However, there was no support for Hypothesis 6, which proposed a positive 
relationship between attitude toward the review and site credibility.  
Overall confidence in purchase  
In the current study, an individual’s confidence in purchase was evoked from the two 
valenced fit reviews while overall confidence in purchase was measured based on the overall 
product information including the fit reviews. The results of this study showed that confidence in 
purchase decisions evoked by fit reviews was positively related to overall confidence in purchase 
based on the overall product information. This means that individuals with confidence in their 
purchase decisions after reading the fit reviews tended to have confidence in their purchase 
decisions in general, more so than after browsing the overall product information shown on the 
website.  
However, review credibility and attitude toward the review were not significantly related 
to overall confidence in purchase. This suggests that credible and favorable fit reviews do not 
affect individuals’ overall confidence in purchase, after browsing the overall product information 
on the website.  
Effects of responses to the overall product information on responses to the retailer 
Attitude toward the retailer 
Site credibility and overall confidence in purchase were positively related to attitude 
toward the retailer. Individuals who perceived the overall product information as credible tended 
to have a favorable attitude toward the retailer. Similarly, individuals who had more confidence 
in their purchase decisions after browsing the overall product information were more likely to 
have a positive attitude toward the retailer.  
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Future purchase intention 
Although responses to the overall product information did not have a significant impact 
on future purchase intention, attitude toward the retailer was positively related to future purchase 
intention. These results support those of previous studies on the central role of attitude in 
behavior intention (Bagozzi, 1981; Bentler & Speckart, 1979). These results were because 
participants’ positive responses to the overall product information regarding only one type of the 
product used as the experimental stimulus might drive to create positive retailer’s image that 
related to positive intention to purchase products to the retailer in the future. However, 
participants’ perceptions to the certain product’s overall information might be insufficient to 
shape one’s purchase decisions to the retailer.  
Post-hoc results regarding the relationships among attitude toward the product, responses 
to the overall product information, and responses to the retailer 
Post-hoc tests were performed to better understand the relationship between attitude 
toward the product and responses to the overall product information and to the retailer. The 
results indicate that attitude toward the product was an important factor that positively affected 
perceived site credibility and consumer confidence in purchase decisions in general. Individuals 
who perceived a product as more likable, fashionable, and attractive tended to perceive the 
overall product information as more credible and to have more confidence in their purchase 
decisions than those who perceived the product as less likable, fashionable, and attractive. 
Attitude toward the product was positively related to attitude toward the retailer and 
future purchase intention. Consumers who perceived a product as more likable, fashionable, and 
attractive were more likely to have a favorable attitude toward the retailer and have greater future 
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purchase intention toward the retailer than those who perceived the product as less likable, 
fashionable, and attractive. The results implied that products carried might be the most important 
driver of retailer image and desire to shop the retailer’s website in the future.  
Mediation effects of attitude toward the retailer on the relationship between responses to 
the overall product information and future purchase intention 
Because responses to overall product information had no direct effect on future purchase 
intention, an ad-hoc mediation test was performed. Several significant mediation effects were 
found. 
The indirect effects of site credibility and overall confidence in purchase on future 
purchase decisions through attitude toward the retailer were found. The effects were full 
mediations. The results implied that participants’ perceived credibility and confidence to decide 
whether to purchase the product based on the overall product information provided on the 
website was important because it indirectly affected the consumer’s future purchase intention 
through his or her attitude toward the retailer. This finding is consistent with Kim and Lennon 
(2008)’s study that adequate product information provided by online retailers helped consumers 
to make a purchase decision. 
Partial mediation effects of attitude toward the product on future purchase decisions were 
found through attitude toward the online retailer and through site credibility and attitude toward 
the online retailer. The results indicated that participants’ favorable attitude toward the product is 
important because of its direct effect and indirect effects on future purchase intention to the 
retailer through their favorable attitude toward the retailer and perceived credibility from the 
overall product information offered on the website. This finding confirmed the previous study 
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that attitude toward the product served as a critical role in determining an individual’s behavioral 
choices and intentions (Dabholkar, 1994). 
There was an indirect effect of attitude toward the product on attitude toward the retailer 
through site credibility. The effect was partial mediation. The finding indicated that participants’ 
perceived site credibility evoked from the overall product information mediated the effect of 
attitude toward the product on attitude toward the retailer. This means that individuals who liked 
the product were likely to perceive the retailer as favorable due to perceived credibility based on 
the overall product information on the retailer’s website.   
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CHAPTER VII. CONCLUSIONS 
This dissertation consisted of two studies: Study 1 (scale development of problems in 
finding a good fit) and Study 2 (an experimental study of the role of fit information in the 
consumer decision-making process). The main contribution of Study 1 is the development of a 
scale for measuring problems in finding a good fit that incorporates a solid conceptualization of 
three dimensions (i.e., physical, aesthetic, and functional fit). The present study pulls together 
empirical findings and conceptual definitions pertaining to consumers’ perceptions and 
evaluations regarding clothing fit. This study also offers a holistic, reliable, and valid scale for 
measuring problems in finding a good fit, consisting of 15 items (four related to the physical 
dimension, six related to the aesthetic dimension, and five related to the functional dimension). 
Results of this study confirm that the new scale is reliable and valid, having tested face validity 
as well as convergent, discriminant, and nomological validity tested. Furthermore, the developed 
scale was validated across gender groups and in a range of ages.  
Study 2 was an attempt to fill the gap in knowledge regarding the crucial role of fit 
information in apparel product purchase decisions in an online context. The absence of tactile 
experience and direct experience with fit is a major impediment to consumer shopping online 
(Ha & Lennon, 2010; Kim & Lennon, 2008); thus, retailers need to accommodate for that lack of 
fit experience to increase consumer confidence in ordering apparel items. This study confirmed 
the influence of fit information in online consumer reviews on consumer decision-making in an 
online apparel shopping context. Drawing on concepts from the innovation-decision model 
(IDM), source credibility, and attribution theory, the study specifically examined the role of 
review valence on consumer’s responses to the reviews and how individual characteristics 
affected consumer responses to overall product information and to the online retailer.  
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This study was an attempt to examine the effect of fit review valence on perceived review 
credibility, review evoked confidence in purchase, and attitude toward the review. Contrary to 
the existing literature on negativity bias and diagnosticity (Skowronski & Carlston 1989; Herr et 
al. 1991), the findings of this study showed that the positive fit review was more influential than 
the negative fit review. This supports the presence of positivity bias or positivity effect (e.g., 
Herr et al., 1991; Bone, 1995), but is inconsistent with previous studies that have found negative 
information to be more influential than positive information on consumer purchase decisions 
(e.g., Lee et al., 2008; Xue & Zhau, 2010; Yang & Mai, 2010).  
Post-hoc analysis suggests that the stronger effect of the positive fit review was due to the 
product’s likability, which supports the presence of confirmation bias (Kassin et al., 2003; 
Nahari & Ben-Shakhar, 2013) and positive confirmation bias (Wickens & Hollands, 2000). 
These theories suggest that consumers tended to find positive information more compelling than 
negative information when it validates their first impressions or prior expectations regarding the 
object in question. The innovation-decision model’s (IDM) (Rogers, 2003) concept of selective 
perception can also explain these results, in that female consumers perceived the positive fit 
review as more compelling than the negative fit review if they considered the clothing product to 
be likable, fashionable, and attractive. 
Although the directions of the relationships were not as hypothesized, individual 
characteristics were found to have significant moderating effects on fit information processing 
(the relationship between review valence and response to the review). Post-hoc analysis can 
support the opposite direction of moderating effects of individual characteristics that overall 
responses to the positive fit review were more favorable than responses to the negative fit review 
due to the likable blouse/shirt. Problems in finding a good fit and body esteem also played an 
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important role in consumers’ fit information processing. The more prior problems female 
consumers had in finding a good functional fit, the more confidence they had in their purchase 
decisions when exposed to the positive fit review as opposed to the negative fit review. 
Furthermore, individuals who had a more positive evaluation of their body and appearance from 
others had more favorable attitudes toward the review when exposed to the positive fit review 
than when exposed to the negative fit review. An individual with higher weight satisfaction was 
likely to perceive the positive fit review less favorably but perceive the negative fit review more 
favorably compared to those with lower weight satisfaction.  
This study also examined how responses to the review affected response to the overall 
product information (i.e., both the review and the seller-generated information), measured by two 
factors: site credibility and overall confidence in purchase. Results demonstrated that review 
credibility and review evoked confidence in purchase, evoked by both positive and negative fit 
information in the review, positively affected site credibility and overall confidence in purchase. 
When female consumers perceived fit reviews as credible and became confident about their 
purchase decisions after reading both positive and negative fit reviews, they tended to perceive 
the overall product information shown on the website as credible. Furthermore, when the 
valenced fit reviews gave female consumers more confidence in their purchase decisions, they 
were likely to have more overall confidence in purchase after browsing the overall product 
information.  
Consequently, these two aspects of response to the overall product information (site 
credibility and overall confidence in purchase) had a positive effect on attitude toward the 
retailer. Although the two factors did not directly affect female consumers’ future purchase 
intentions, their responses to the overall product information (i.e., site credibility and overall 
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confidence in purchase) did have indirect effects on future purchase decisions by creating a 
favorable attitude toward the retailer. Future purchase intention toward the retailer was highly 
and positively affected by attitude toward the retailer. The findings show that attitude was a 
significant predictor of behavior intention in the context of online apparel shopping and 
information processing, which is consistent with previous studies (Bagozzi, 1981; Bentler & 
Speckart, 1979).  
Another important finding of this study relates to the positive influence of positive 
consumer attitude toward the product on consumer responses to the overall product information 
and to the online retailer. If female consumers in the study perceived the clothing product as 
likable, fashionable, and attractive, they were likely to perceive the overall product information 
as credible, be more confident in purchase decisions, and have a favorable attitude toward the 
retailer and had more positive future purchase intentions. These findings confirmed previous 
studies that have addressed the importance of attitude toward the product as a key influence on 
attitude toward the brand (e.g., MacKenzie et al., 1986) and on behavioral choices and intentions 
(Dabholkar, 1994). 
Implications 
Theoretical implications and contributions 
This study contributes to the literature on consumer behavior in an apparel context by 
developing a scale of measurement for problems in finding a good fit. Despite the fact that prior 
experience with fit maybe one of the most important factors in apparel shopping (Shin, 2013), no 
research has developed a scale to measure its dimensions. This study developed a reliable scale 
for measuring fit problems from the consumer perspective that could be useful in identifying the 
antecedents and outcomes of fit problems and other apparel shopping behavior.  
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This study also contributes to consumer behavior research by applying the innovation-
decision model (IDM) (Rogers, 2003). Findings showed that IDM was a viable theory for 
understanding the role of the valence of apparel product fit information on consumer purchase 
decision in an online shopping context, and how the effects of valence varied as a function of 
individual consumer characteristics. The first two stages of IDM -- knowledge and persuasion – 
help to explain consumer fit information processing in the context of online apparel shopping. 
The knowledge stage illuminates consumers’ mental engagement as they process the fit 
information provided in online consumer reviews in order to predict how the clothing will fit on 
their bodies. The concepts of selective exposure and selective perception support the importance 
of consumer’s preexisting beliefs and attitudes in their processing of fit review information. 
According to these two concepts, consumers tend to read and interpret messages depending on 
their preexisting attitudes and beliefs. Furthermore, selective perception affects behavior in terms 
of information processing and purchase decision-making process. As the preexisting beliefs, 
individual characteristics (functional fit problems and body esteem) served as the significant 
moderators in fit information process. At the persuasion stage, message credibility plays an 
important role in how the consumer interprets information.  
Because confidence in purchase has a strong influence on the consumer purchase 
decisions process, especially in an unfamiliar shopping environment, this study examined its role 
in an online setting. The findings suggest that consumer confidence in purchase decisions, 
evoked by both fit reviews and the overall product information, played a significant role in the 
consumer’s purchase decision-making process. In particular, overall confidence in purchase 
affected future purchase intention toward the online retailer indirectly through attitude toward the 
online retailer.  
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Findings of the current study also contribute to the literature on consumer behavior by 
supporting the importance of credibility in processing new information at the persuasion stage of 
IDM (Rogers, 2003). I examined two aspects of information credibility specific to the online 
shopping context, review credibility and site credibility. Review credibility was found to be an 
important antecedent of site credibility and of overall confidence in purchase decisions. Site 
credibility was also found to influence consumer attitude toward the retailer. 
Practical implications and contributions 
The multi-dimensional scale of perceived fit problems in general developed in this study 
will be useful to apparel developers and designers looking for ways to increase consumer 
satisfaction. The findings suggest that retailers should consider gathering information regarding 
their target customers’ prior problems in finding a good fit (in all three dimensions), as this may 
help them develop a better sizing system to be used by their product developers and designers. 
For example, if a brand’s target customers are likely to have problems in finding a good fit in the 
physical dimension, product developers and designers should focus on the group’s body 
measurements to avoid fit problems related to length and tightness. On the other hand, if their 
customers are likely to experience problems finding an aesthetically good fit, designers and 
product developers should focus on developing silhouettes and designs that flatter the body types 
common among their target customers. For functional fit problems, designers and product 
developers should correct the design (e.g., a looser cut or more give in the armhole or crotch 
areas) and/or choose a fabric with more stretch (e.g. spandex materials).  
The results of this study also showed that positive fit reviews have a more powerful effect 
than negative fit reviews on female consumers’ responses in terms of review credibility, review 
evoked confidence in purchase, and attitude toward the review. Given this information, online 
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retailers should strategically highlight customers‘ strongly valenced fit reviews, especially 
positive ones. Because positive fit reviews enhanced female consumers’ perception of review 
credibility and review evoked confidence in purchase, such reviews may be one way to reduce 
consumers’ concerns with garment fit and size by overcoming the lack of tactile and try-on 
experience when shopping online.  
Understanding how consumer responses to fit reviews affect their responses to overall 
product information may help online sellers achieve greater site credibility and boost their 
customers’ overall confidence in purchase decisions, which in turn strengthens positive 
consumer attitudes and future purchase intentions toward the online retailer. For example, the 
findings of this study suggest that apparel e-tailers should strategically prompt their customers to 
leave valenced fit information in reviews, because review credibility and review evoked 
confidence in purchase decisions by valenced fit reviews (both positive and negative) enhances 
customers’ perception of site credibility as well as their overall confidence in purchase decisions 
after browsing the overall information on the website. 
Findings regarding the moderating effects of individual consumer characteristics (such as 
perceived problems in finding a good fit and body esteem) on the effectiveness of fit review 
valence also provide valuable information for e-tailers. By illuminating what personal 
characteristics make a consumer perceive a message as more credible or increase his or her 
overall confidence in purchase, online retailers can develop more effective marketing strategies, 
such as collecting consumer profiles that include these individual difference and offering 
customers ways to locate and rearrange fit information found in OCRs. Also, retailers may be 
able to add options of aesthetic fit, functional fit, and physical fit for reviewers to check in 
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addition to text-based reviews. Retailers could provide consumers who are viewing the reviews 
an option to sort by different fit problems or by reviewers with different fit problems.  
Limitations and Future Studies 
The results of both Study 1 and Study 2 should be interpreted with caution due to the 
sample bias from the data through AMT. This study did not include adolescents and very limited 
representation of the older population. Although participants’ residency was restricted in the US, 
the sample might have included people with different levels of English proficiency. Considering 
that White and European American were predominant, and Hispanic or Latino and Black or 
African American were underrepresented in the samples, the results should only be generalized 
to the US population with caution. The random sample for Step 2 of Study 1 was predominantly 
female, as was the sample for final validation in Step 3. This may have affected the items 
retained in each dimension of the developed scale of fit problems. Further studies should include 
more male participants, and should examine gender differences in the factor loadings for each 
dimension of the scale. The present study focused on U.S. consumers, and therefore the scale 
may not be generalized to consumers outside of the U.S. Future studies should examine whether 
the scale is valid for non-U. S. consumers.  
The present study focused on developing a scale to measure U.S. consumers’ problems in 
finding a good fit. Although the scale may be applicable for experiences with previous apparel 
shopping in general, its applicability for specific apparel product categories is unknown. Future 
research should be conducted to determine whether the developed scale is applicable for 
consumers’ prior experience with problems in finding a good fit in specific apparel categories 
(e.g. pants, jackets, swimsuits). This study did not examine associations between the developed 
scale and body shapes. Body shape is a significant factor in efforts to minimize fit problems for 
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ready-to-wear apparel (Pisut & Connell, 2007). In addition, different ethnic groups tend to have 
different body shapes, sizes, and proportions; these differences present an important 
consideration in efforts to enhance consumers’ fit satisfaction with current sizing systems (Lee, 
Istook, Nam, & Park, 2007). Thus, future studies should explore differences in problems in 
finding a good fit across different body shapes and ethnic groups.  
This study included limited older populations. Shim and Bickle (1993) and Lee et al 
(2012) found that older women (over 60 years of age) more likely expressed difficulties in 
finding a good fit and size. Thus, future studies should focus on examining problems in finding a 
good fit in older populations. 
In order to validate the developed scale, further research should also be conducted to 
examine relationships between the new scales and other constructs based on other theoretical 
models and/or backgrounds. For example, prior problems in finding a good fit may be related to 
concepts such as locus of control and causal attribution of fit problems. Based on the three-
dimensional model of attribution theory (i.e., locus of control, controllability, and stability) 
(Weiner, 2000), the new scale could be further tested to explore how each dimension of 
problems in finding a good fit is seen by consumers as causing their prior fit problems in terms 
of the three dimensional factors of attribution. Furthermore, the new scale and causal attribution 
of fit problems may be related to an individual’s emotions and mental health (e.g., depression) 
among plus-size and/or older populations. Although this study focused on internal and external 
causal attribution of fit problems, the correlation between internal and external causal attribution 
measures did not support the concept of locus of causality, which proposes that internal causal 
attribution is the opposite of external causal attribution. This could be because other dimensions 
of causality (controllability and stability) (Weiner, 2000) had a confounding effect. Thus, further 
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studies should examine all three components of causal attribution of fit problems: locus of 
control, controllability, and stability. 
The present study has several limitations due to the use of a mock website. First, certain 
aspects of the mock website were manipulated (fit reviews and product information provided by 
online retailers) in order to conduct the study. In addition, the mock website had only limited 
functionality (e.g., no search for other garments, no social network sharing, no real purchase 
could be made), compared to what is available on real online retailer websites.  
Second, the product used for this study was a blouse/shirt that was moderately to loosely 
fitted and was selected based on the pretest results of the highest rated blouse/shirt. Depending 
on the tightness of an article of clothing, consumers might consider and process valenced fit 
reviews differently. If the clothing is highly fitted or tailored to the body, individual consumer 
characteristics such as prior problems in finding a good fit may have more of an impact on the 
consumer’s fit information processing and purchase decisions. Thus, the type or style of the 
clothing product is a possible factor that could be included in future studies.  
Third, this study included only two valenced fit reviews, positive and negative. In reality, 
consumers tend to read more than two online reviews before making purchase decisions, and 
online reviews do not fall neatly into “positive” or “negative.”  Future studies should incorporate 
various degrees of review valence (strongly positive, moderately positive, neutral, moderately 
negative, and strongly negative) to more precisely capture consumer responses to the review, and 
delve more deeply into the effect of individual characteristics on the relationship between review 
valence and response to the review. With multi-level modeling, fit reviews with various levels of 
valence (e.g., strongly positive, positive, negative, and strongly negative) might yield more 
significant findings regarding the variability of individual-level factors than two valences of fit 
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reviews. Future research with more than two review levels could further test the moderating 
effects of individual characteristics on the relationship between review valence and response to 
the review. Furthermore, future studies could alter the proportions of negative vs. positive fit 
reviews to examine the effect on the consumer decision-making process. In addition, it might be 
helpful to have qualitative studies of how consumers interpret different valences and wordings of 
reviews. 
Fourth, this study did not include the pretend reviewers’ demographic and physical 
information, such as age, body type, weight, and height. However, in reality, many online 
consumer reviews of apparel products include detailed information about the writer of the 
review, such as demographic characteristics and body/size characteristics. This kind of 
information may cause the readers of the review to process valenced fit reviews differently. 
Previous literature on eWOM suggests that perceived homophily to the reviewer is an important 
antecedent to a consumer’s evaluation of product information, decision making, and attitude 
(e.g., Brown, Broderick, & Lee, 2007). Thus, future studies need to examine how perceived 
homophily in terms of demographic characteristics and body characteristics affects consumers’ 
decision making with respect to apparel products. 
In addition to consumer-generated fit information, many e-tailers offer seller-generated 
fit information to enhance their consumers’ online shopping experience. Recently, many online 
apparel retailers have implemented a recommendation system on their website in an effort to 
reduce consumers’ fit concerns. For example, True Fit Corporation offers a fit recommendation 
system that allows retailers to provide highly personalized fit ratings and size recommendations 
to their customers. True Fit has the world's largest collection of apparel, footwear, and consumer 
fit data, powering fit recommendations for more than 1,000 top brands and millions of 
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consumers, including retailers such as Nordstrom, Macy’s, and Guess (Hudson’s Bay, 2014). 
Thus, future studies should examine the interaction effects of fit reviews and recommendation 
systems on consumers’ purchase decisions making in the context of online apparel shopping. 
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APPENDIX A 
 
IRB HUMAN SUBJECT REVIEW 
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APPENDIX B 
STEP 1 – SURVEY QUESTIONNAIRE 
 
INFORMED CONSENT DOCUMENT 
  
The Role of Fit Information in Consumer Online Reviews and Individual Characteristics in 
Consumer’s Online Purchase Decisions 
  
Dear participants: 
  
This survey is conducted (1) to select a product category to include as the stimuli in a larger 
study, (2) to validate the developed scale of problems in finding a good fit in clothing, and (3) to 
identify factors that relate to problems in finding a good fit. 
  
If you agree to participate, you will be asked to answer questions about your individual 
characteristics: such as body esteem, causal attribution of fit problems, and locus of control. 
Also, you will be asked about your apparel shopping behavior, online shopping experience, and 
demographic information (e.g., age, ethnicity, etc.). There will be no costs for participating. You 
will be paid for each HIT you complete, but will not otherwise benefit from participating.  
  
Your individual responses will be kept in strict confidence. Your personal information will not 
be associated with your responses. The researchers will use a protected password to access data 
from the web-based survey. If the results are published, your identity will remain completely 
confidential. 
  
There are no foreseeable risks from participating in this study. Your participation in this study is 
completely voluntary. If you do not feel comfortable completing the questionnaire, you are free 
to discontinue at any time. There is no penalty or loss to you for not completing the survey or for 
withdrawing and discontinuing during participation. You can skip any questions on the survey 
that you do not wish to answer. However, we would appreciate if you can fill out the entire 
survey. By participating, you give the researchers your consent. The questionnaire will take no 
more than 20 minutes of your time. 
  
If you have any questions, you are encouraged to ask them at any time during this study. For 
further information about the study contact Eonyou Shin, eshin@iastate.edu, Dr. Mary Lynn 
Damhorst, mldmhrst@iastate.edu, and Dr. Telin Chung, tdchung@iastate.edu. If you have any 
questions about the rights of research subjects or research-related inquiry, please contact the IRB 
Administrator, (515) 294-4566, IRB@iastate.edu, or Director, (515) 294-3115, Office of 
Responsible Research, 1138 Pearson Hall, Iowa State University, Ames, Iowa 50011. 
  
Your efforts in participating in this research project are deeply appreciated. 
  
You must not participate if you are younger than 18 years of age or older than 70 years of 
age. 
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Note. This survey is structured in a way to check that participants are thoroughly reading 
each question. If you do not thoroughly read each question you will not receive the 
inventive.  
 
Do you agree to participate in this research? 
m Yes 
m No 
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Please read the following statements and select ONE answer that best reflects your opinion. 
Based on my previous experience with clothing fit, I often have had problems in finding clothing 
that:  
 
 Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neutral Somewhat 
Agree 
Agree Strongly 
Agree 
1. Is tailored to my body m  m  m  m  m  m  m  
2. Is not too tight or not too loose m  m  m  m  m  m  m  
3. Is not too short (long enough) 
or not too long m  m  m  m  m  m  m  
4. Is not too small or not too 
large m  m  m  m  m  m  m  
5. Shows my body shape without 
exposing too much of myself m  m  m  m  m  m  m  
6. Shows off my body parts in a 
good way m  m  m  m  m  m  m  
7. Does not show my body flaws 
such as stomach or belly m  m  m  m  m  m  m  
8. Is flattering on me m  m  m  m  m  m  m  
9. Looks good on me m  m  m  m  m  m  m  
10. Changes how my height 
looks in a positive way m  m  m  m  m  m  m  
11. Makes me look attractive m  m  m  m  m  m  m  
12. Changes how my weight 
looks in a positive way m  m  m  m  m  m  m  
13. Allows me to move my arms 
when I reach for something m  m  m  m  m  m  m  
14. I can move and sit down in 
the garment m  m  m  m  m  m  m  
15. I can move around 
comfortably in every direction m  m  m  m  m  m  m  
16. Does not restrict my 
movement m  m  m  m  m  m  m  
17.To insure that you are 
thoroughly reading each question 
please check disagree 
m  m  m  m  m  m  m  
18. Helps me do daily activities 
more comfortably and easily m  m  m  m  m  m  m  
19. Makes me feel comfortable 
while wearing it m  m  m  m  m  m  m  
20. Does not constantly slip off m  m  m  m  m  m  m  
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while walking around 
21. Does not constantly need to 
be pulled up m  m  m  m  m  m  m  
 
Please read the following statements and select ONE answer that indicates how you feel about 
your looks.  
 Never Rarely Seldom Sometimes Often Usually Always 
1. I like what I look like in pictures. m  m  m  m  m  m  m  
2. Other people consider me good 
looking. m  m  m  m  m  m  m  
3. I'm proud of my body. m  m  m  m  m  m  m  
4. I am preoccupied with trying to 
change my body weight. m  m  m  m  m  m  m  
5. I think my appearance would help 
me get a job. m  m  m  m  m  m  m  
6. I like what I see when I look in the 
mirror. m  m  m  m  m  m  m  
7. There are lots of things I'd change 
about my looks if I could. m  m  m  m  m  m  m  
8. I am satisfied with my weight. m  m  m  m  m  m  m  
9. I wish I looked better. m  m  m  m  m  m  m  
10. I really like what I weight. m  m  m  m  m  m  m  
11. I wish I looked like someone else. m  m  m  m  m  m  m  
12. Please select "seldom". m  m  m  m  m  m  m  
13. People my own age like my looks. m  m  m  m  m  m  m  
14. My looks upset me. m  m  m  m  m  m  m  
15. I'm as nice looking as most people. m  m  m  m  m  m  m  
16. I'm pretty happy about the way I 
look. m  m  m  m  m  m  m  
17. I feel I weigh the right amount for 
my height. m  m  m  m  m  m  m  
18. I feel I ashamed of how I look. m  m  m  m  m  m  m  
19. Weighing myself depresses me. m  m  m  m  m  m  m  
20. My weight makes me unhappy. m  m  m  m  m  m  m  
21. My looks help me get dates. m  m  m  m  m  m  m  
22. I worry about the way I look. m  m  m  m  m  m  m  
23. I think I have a good body. m  m  m  m  m  m  m  
24. I'm looking as nice as I'd like to. m  m  m  m  m  m  m  
  
177 
 
Please read the following statements and select ONE answer that best reflects your opinion.  
 Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neutral Somewhat 
Agree 
Agree Strongly 
Agree 
1. I have fit problems because of 
size inconsistency between 
brands. 
m  m  m  m  m  m  m  
2. I have fit problems because 
apparel sold today is poorly 
made. 
m  m  m  m  m  m  m  
3. My fit problems are due to my 
body shape and/or body size. m  m  m  m  m  m  m  
4. I have fit problems because of 
my lack of knowledge about 
good fit. 
m  m  m  m  m  m  m  
 
 
1. For each question, select the statement whichever you agree with more. 
m a. Children get into trouble because their parents punish them too much. 
m b. The trouble with most children nowadays is that their parents are too easy with them. 
 
2. Select the statement whichever you agree with more. 
m a. Many of the unhappy things in people’s lives are partly due to bad luck. 
m b. People’s misfortunes result from the mistakes they make. 
 
3. Select the statement whichever you agree with more.</div></div> 
m a. One of the major reasons why we have wars is because people don’t take enough interest 
in politics. 
m b. There will always be wars, no matter how hard people try to prevent them. 
 
4. Select the statement whichever you agree with more. 
m a. In the long run people get the respect they deserve in this world. 
m b. Unfortunately, an individual’s worth often passes unrecognized no matter how hard he 
tries. 
 
5. Select the statement whichever you agree with more. 
m a. The idea that teachers are unfair to students is nonsense. 
m b. Most students don’t realize the extent to which their grades are influenced by accidental 
happenings. 
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6. Select the statement whichever you agree with more. 
m a. Without the right breaks one cannot be an effective leader. 
m b. Capable people who fail to become leaders have not taken advantage of their 
opportunities. 
 
7. Select the statement whichever you agree with more. 
m a. No matter how hard you try some people just don’t like you. 
m b. People who can’t get others to like them don’t understand how to get along with others. 
 
8. Select the statement whichever you agree with more. 
m a. Heredity plays the major role in determining one’s personality. 
m b. It is one’s experiences in life which determine what they’re like. 
 
9. Select the statement whichever you agree with more. 
m a. I have often found that what is going to happen will happen. 
m b. Trusting to fate has never turned out as well for me as making a decision to take a definite 
course of action. 
 
10. Select the statement whichever you agree with more. 
m a. In the case of the well prepared student there is rarely if ever such a thing as an unfair test. 
m b. Many times exam questions tend to be so unrelated to course work that studying is really 
useless. 
 
11. Select the statement whichever you agree with more. 
m a. Becoming a success is a matter of hard work, luck has little or nothing to do with it. 
m b. Getting a good job depends mainly on being in the right place at the right time. 
 
12. Select the statement whichever you agree with more. 
m a. The average citizen can have an influence in government decisions. 
m b. This world is run by the few people in power, and there is not much the little guy can do 
about it. 
 
13. Select the statement whichever you agree with more. 
m a. When I make plans, I am almost certain that I can make them work. 
m b. It is not always wise to plan too far ahead because many things turn out to be a matter of 
good or bad fortune anyhow. 
 
14. Select the statement whichever you agree with more. 
m a. There are certain people who are just no good. 
m b. There is some good in everybody. 
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15. Select the statement whichever you agree with more. 
m a. In my case getting what I want has little or nothing to do with luck. 
m b. Many times we might just as well decide what to do by flipping a coin. 
 
16. Select the statement whichever you agree with more. 
m a. Who gets to be the boss often depends on who was lucky enough to be in the right place 
first. 
m b. Getting people to do the right thing depends upon ability, luck has little or nothing to do 
with it. 
 
17. Select the statement whichever you agree with more. 
m a. As far as world affairs are concerned, most of us are the victims of forces we can neither 
understand, nor control. 
m b. By taking an active part in political and social affairs, people can control world events. 
 
18. Select the statement whichever you agree with more. 
m a. Most people don’t realize the extent to which their lives are controlled by accidental 
happenings. 
m b. There really is no such thing as “luck.” 
 
19. Select the statement whichever you agree with more. 
m a. One should always be willing to admit mistakes. 
m b. It is usually best to cover up one’s mistakes. 
 
20. Select the statement whichever you agree with more. 
m a. It is hard to know whether or not a person really likes you. 
m b. How many friends you have depends upon how nice a person you are. 
 
21, Select the statement whichever you agree with more. 
m a. In the long run the bad things that happen to us are balanced by the good ones. 
m b. Most misfortunes are the result of lack of ability, ignorance, laziness, or all three. 
 
22. Select the statement whichever you agree with more. 
m a. With enough effort we can wipe out political corruption. 
m b. It is difficult for people to have much control over the things politicians do in office. 
 
23, Select the statement whichever you agree with more. 
m a. Sometimes I can’t understand how teachers arrive at the grades they give. 
m b. There is a direct connection between how hard I study and the grades I get. 
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24, Select the statement whichever you agree with more. 
m a. A good leader expects people to decide for themselves what they should do. 
m b. A good leader makes it clear to everybody what their jobs are. 
 
25. Select the statement whichever you agree with more. 
m a. Many times I feel that I have little influence over the things that happen to me. 
m b. It is impossible for me to believe that chance or luck plays an important role in my life. 
 
26. Select the statement whichever you agree with more. 
m a. People are lonely because they don’t try to be friendly. 
m b. There’s not much use in trying too hard to please people, if they like you, they like you. 
 
27. Select the statement whichever you agree with more. 
m a. There is too much emphasis on athletics in high school. 
m b. Team sports are an excellent way to build character. 
 
28. Select the statement whichever you agree with more. 
m a. What happens to me is my own doing. 
m b. Sometimes I feel that I don’t have enough control over the direction my life is taking. 
 
29. Select the statement whichever you agree with more. 
m a. Most of the time I can’t understand why politicians behave the way they do. 
m b. In the long run the people are responsible for bad government on a national as well as on a 
local level. 
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What is your age? 
 
What is your height? (___ feet ___ inches or ____ cm) 
 
What is your weight? (___ lbs or ___ kg) 
 
What is your ethnicity? Please check all that apply to you. 
q Native American 
q Black or African-American 
q Asian or Asian American 
q Hispanic or Latino 
q Native Hawaiian or Pacific Islander 
q White or European American 
q Other (Please specify) ____________________ 
 
What is your gender identity?    
m Male 
m Female 
m Other (Please specify) ____________________ 
 
Please read the following statements and select ONE answer that best reflects your opinion. If 
you shop for clothing online, which clothing categories do you often shop for online?  
 Never Seldom Rarely Sometimes Often Usually Always 
1. Tops and shirts m  m  m  m  m  m  m  
2. Sweaters m  m  m  m  m  m  m  
3. Dresses m  m  m  m  m  m  m  
4. Skirts m  m  m  m  m  m  m  
5. Jeans m  m  m  m  m  m  m  
6. Pants/Shorts m  m  m  m  m  m  m  
7. Jackets m  m  m  m  m  m  m  
8. Outdoor wear jackets and coats m  m  m  m  m  m  m  
9. Underwear m  m  m  m  m  m  m  
10. Suits m  m  m  m  m  m  m  
11. Others  (Please specify which 
clothing category) m  m  m  m  m  m  m  
 
  
  
182 
Please read the following statements and select ONE answer that best reflects your opinion. If 
you shop for clothing online, which clothing categories do you often shop for online?  
 Never Seldom Rarely Sometimes Often Usually Always 
1. Tops and shirts m  m  m  m  m  m  m  
2. Sweaters m  m  m  m  m  m  m  
3. Jeans m  m  m  m  m  m  m  
4. Pants/Shorts m  m  m  m  m  m  m  
5. Jackets m  m  m  m  m  m  m  
6. Outdoor wear jackets and coats m  m  m  m  m  m  m  
7. Underwear m  m  m  m  m  m  m  
8. Suits m  m  m  m  m  m  m  
9. Others  (Please specify which 
clothing category) m  m  m  m  m  m  m  
 
Definition of clothing products: Clothing products include tops/shirts, sweaters, dresses (only for 
female), skirts (only for female), jeans, pants/shorts, jackets, outdoor wear jackets and coats, 
suits, and underwear. Shoes and accessories are not included in clothing products. How often do 
you shop for clothing products in stores?     
m Almost every day 
m More than once a week 
m Every week 
m Every month 
m Every two or three months 
m Twice or three times a year 
m Once a year 
m Never 
m Other. Please describe: ____________________ 
 
How often do you shop for clothing products online?  
m Almost every day 
m More than once a week 
m Every week 
m Every month 
m Every two or three months 
m Twice or three times a year 
m Once a year 
m Never 
m Other. Please describe: ____________________ 
 
How much do you spend on clothing per year?  
m Less than $100 
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m $100-499 
m $500-999 
m $1,000-1,499 
m $1,500-1,999 
m $2,000-2,499 
m $2,500-2,999 
m $3,000-3,499 
m $3,500-3,999 
m $4,000-4,499 
m $4,500-4,999 
m over $5,000 _____ 
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APPENDIX C 
STEP 2 – SURVEY QUESTIONNAIRE 
 
INFORMED CONSENT DOCUMENT 
  
The Role of Fit Information in Consumer Online Reviews and Individual Characteristics in 
Consumer’s Online Purchase Decisions 
  
Dear participants: 
  
This survey is conducted to select a clothing product category to include as the stimuli in a larger 
study of how consumers use online reviews in making apparel purchase decisions. 
  
If you agree to participate, you will be asked to answer the questions regarding the perceived 
likability, fashionableness, and attractiveness to each product. Also, you will be asked about your 
apparel shopping behavior, online shopping experience, and demographic information (e.g., age, 
ethnicity, and etc). There will be no costs for participating. You will be paid for each HIT you 
complete, but will not otherwise benefit from participating. 
  
Your individual responses will be kept in strict confidence. Your personal information will not 
be associated with your responses. The researchers will use a protected password to access data 
from the web-based survey. If the results are published, your identity will remain completely 
confidential. 
  
There are no foreseeable risks from participating in this study. Your participation in this study is 
completely voluntary. If you do not feel comfortable completing the questionnaire, you are free 
to discontinue at any time. There is no penalty or loss to you for not completing the survey or for 
withdrawing and discontinuing during participation. You can skip any questions on the survey 
that you do not wish to answer. However, we would appreciate if you can fill out the entire 
survey. By participating, you give the researchers your consent. The questionnaire will take no 
more than 20 minutes of your time. 
  
If you have any questions, you are encouraged to ask them at any time during this study. For 
further information about the study contact Eonyou Shin, eshin@iastate.edu, Dr. Mary Lynn 
Damhorst, mldmhrst@iastate.edu, and Dr. Telin Chung, tdchung@iastate.edu. If you have any 
questions about the rights of research subjects or research-related inquiry, please contact the IRB 
Administrator, (515) 294-4566, IRB@iastate.edu, or Director, (515) 294-3115, Office of 
Responsible Research, 1138 Pearson Hall, Iowa State University, Ames, Iowa 50011. 
  
Your efforts in participating in this research project are deeply appreciated. 
  
You must not participate if you are younger than 18 years of age or older than 70 years of 
age, or if you are male. 
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Do you agree to participate in this research? 
m Yes 
m No 
 
What is your gender identity?    
m Male 
m Female 
m Other (Please specify) ____________________ 
 
What is your age? _______ 
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A blouse/shirt shown below is sold online. Assume that your size with various color options 
are available. Please read the following statements about each blouse/shirt and ONE circle for 
each line that best reflects your opinion. For example, the closer the circle you select is to the 
word "Attractive," the more attractive you think the shirt is. 
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A blouse/shirt shown below is sold online. Assume that your size with various color options 
are available. Please read the following statements about each blouse/shirt and ONE circle for 
each line that best reflects your opinion. For example, the closer the circle you select is to the 
word "Attractive," the more attractive you think the shirt is. 
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A blouse/shirt shown below is sold online. Assume that your size with various color options 
are available. Please read the following statements about each blouse/shirt and ONE circle for 
each line that best reflects your opinion. For example, the closer the circle you select is to the 
word "Attractive," the more attractive you think the shirt is.  
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A blouse/shirt shown below is sold online. Assume that your size with various color options 
are available. Please read the following statements about each blouse/shirt and ONE circle for 
each line that best reflects your opinion. For example, the closer the circle you select is to the 
word "Attractive," the more attractive you think the shirt is. 
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A blouse/shirt shown below is sold online. Assume that your size with various color options 
are available. Please read the following statements about each blouse/shirt and ONE circle for 
each line that best reflects your opinion. For example, the closer the circle you select is to the 
word "Attractive," the more attractive you think the shirt is. 
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A blouse/shirt shown below is sold online. Assume that your size with various color options 
are available. Please read the following statements about each blouse/shirt and ONE circle for 
each line that best reflects your opinion. For example, the closer the circle you select is to the 
word "Attractive," the more attractive you think the shirt is. 
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A blouse/shirt shown below is sold online. Assume that your size with various color options 
are available. Please read the following statements about each blouse/shirt and ONE circle for 
each line that best reflects your opinion. For example, the closer the circle you select is to the 
word "Attractive," the more attractive you think the shirt is. 
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A blouse/shirt shown below is sold online. Assume that your size with various color options 
are available. Please read the following statements about each blouse/shirt and select ONE circle 
for each line that best reflects your opinion. For example, the closer the circle you select is to the 
word "Attractive," the more attractive you think the shirt is. 
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A blouse/shirt shown below is sold online. Assume that your size with various color options 
are available. Please read the following statements about each blouse/shirt and ONE circle for 
each line that best reflects your opinion. For example, the closer the circle you select is to the 
word "Attractive," the more attractive you think the shirt is. 
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A blouse/shirt shown below is sold online. Assume that your size with various color options 
are available. Please read the following statements about each blouse/shirt and ONE circle for 
each line that best reflects your opinion. For example, the closer the circle you select is to the 
word "Attractive," the more attractive you think the shirt is. 
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What is your height? (___ feet ___ inches or ____ cm) 
 
What is your weight? (___ lbs or ___ kg) 
 
What is your ethnicity? Please check all that apply to you.  
q Native American 
q Black or African-American 
q Asian or Asian American 
q Hispanic or Latino 
q Native Hawaiian or Pacific Islander 
q White or European American 
q Other (Please specify) ____________________ 
 
What is your gender identity?    
m Male 
m Female 
m Other (Please specify) ____________________ 
 
Please read the following statements and select ONE answer that best reflects your opinion. If 
you shop for clothing online, which clothing categories do you often shop for online?  
 Never Seldom Rarely Sometimes Often Usually Always 
1. Tops and shirts m  m  m  m  m  m  m  
2. Sweaters m  m  m  m  m  m  m  
3. Dresses m  m  m  m  m  m  m  
4. Skirts m  m  m  m  m  m  m  
5. Jeans m  m  m  m  m  m  m  
6. Pants/Shorts m  m  m  m  m  m  m  
7. Jackets m  m  m  m  m  m  m  
8. Outdoor wear jackets and 
coats m  m  m  m  m  m  m  
9. Underwear m  m  m  m  m  m  m  
10. Suits m  m  m  m  m  m  m  
11. Others  (Please specify which 
clothing category) m  m  m  m  m  m  m  
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Please read the following statements and select ONE answer that best reflects your opinion. If 
you shop for clothing online, which clothing category do you often pay attention to fit 
information in online consumer reviews?  
 Never Seldom Rarely Sometimes Often Usually Always 
1. Tops and shirts m  m  m  m  m  m  m  
2. Sweaters m  m  m  m  m  m  m  
3. Dresses m  m  m  m  m  m  m  
4. Skirts m  m  m  m  m  m  m  
5. Jeans m  m  m  m  m  m  m  
6. Pants/Shorts m  m  m  m  m  m  m  
7. Jackets m  m  m  m  m  m  m  
8. Outdoor wear jackets and 
coats m  m  m  m  m  m  m  
9. Underwear m  m  m  m  m  m  m  
10. Suits m  m  m  m  m  m  m  
11. Others  (Please specify which 
clothing category) m  m  m  m  m  m  m  
 
Definition of clothing products: Clothing products include tops/shirts, sweaters, dresses (only for 
female), skirts (only for female), jeans, pants/shorts, jackets, outdoor wear jackets and coats, 
suits, and underwear. Shoes and accessories are not included in clothing products. How often do 
you shop for clothing products in stores?    
m Almost everyday 
m Two to six times a week 
m About once a week 
m Two to three times a month 
m About once a month 
m Every two or three months 
m Only two or three times a year 
m Only once a year 
m Never 
m Other. Please describe: ____________________ 
 
How often do you shop for clothing products online?    
m Almost everyday 
m Two to six times a week 
m About once a week 
m Two to three times a month 
m About once a month 
m Every two or three months 
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m Only two or three times a year 
m Only once a year 
m Never 
m Other. Please describe: ____________________ 
 
How much do you spend on clothing per year? 
m Less than $100 
m $100-499 
m $500-999 
m $1,000-1,499 
m $1,500-1,999 
m $2,000-2,499 
m $2,500-2,999 
m $3,000-3,499 
m $3,500-3,999 
m $4,000-4,499 
m $4,500-4,999 
m over $5,000 _____ 
 
Thank you for participating in this study! 
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APPENDIX D 
 PRETEST & MAIN STUDY – SURVEY QUESTIONNAIRE 
 
INFORMED CONSENT DOCUMENT 
  
The Role of Fit Information in Consumer Online Reviews and Individual Characteristics in 
Consumer’s Online Purchase Decisions 
  
Dear participants: 
  
This survey is conducted (1) to investigate the effect of fit information in online reviews on 
purchase decisions consumers make, (2) to develop a measure of problems in finding a good fit 
in clothing, and (3) to identify individual characteristics that influence consumer's use of fit 
information. 
  
If you agree to participate, you will be asked to answer questions about your individual 
characteristics. You will also browse a web page to assess online shopping for an apparel 
product. Then, you will be asked to complete a survey about your impressions of the web page's 
components. Also, you will be asked about your personal apparel shopping behavior, online 
shopping experience, and demographic information (age, ethnicity, etc.). There will be no costs 
for participating. You will be paid for each HIT you complete, but will not otherwise benefit 
from participating.  
  
Your individual responses will be kept in strict confidence. Your personal information will not 
be associated with your responses. The researchers will use a protected password to access data 
from the web-based survey. If the results are published, your identity will remain completely 
confidential. 
  
There are no foreseeable risks from participating in this study. Your participation in this study is 
completely voluntary. If you do not feel comfortable completing the questionnaire, you are free 
to discontinue at any time. There is no penalty or loss to you for not completing the survey or for 
withdrawing and discontinuing during participation. You can skip any questions on the survey 
that you do not wish to answer. However, we would appreciate if you can fill out the entire 
survey. By participating, you give the researchers your consent. The questionnaire will take no 
more than 30 minutes of your time. 
  
If you have any questions, you are encouraged to ask us at any time during this study by 
contacting Eonyou Shin, eshin@iastate.edu, Dr. Mary Lynn Damhorst, mldmhrst@iastate.edu, 
or Dr. Telin Chung, tdchung@iastate.edu. If you have any questions about the rights of research 
subjects or research-related inquiry, please contact the IRB Administrator, (515) 294-4566, 
IRB@iastate.edu, or Director, (515) 294-3115, Office of Responsible Research, 1138 Pearson 
Hall, Iowa State University, Ames, Iowa 50011. 
  
Your participation in this research project is deeply appreciated. 
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You must not participate if you are younger than 18 years of age or if you are a man. 
  
Note. This survey is structured in a way to check that participants are thoroughly reading 
each question. If you do not thoroughly read each question you will not receive the 
incentive.  
  
 
 
What is your age? 
 
What is your gender identity?  
m Male 
m Female 
m Other (Please specify) ____________________ 
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Please read the following statements and select ONE answer that best reflects your opinion. 
 
Based on my previous experience with clothing fit, I often have had problems in finding clothing 
that: 
 Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neutral Somewhat 
Agree 
Agree Strongly 
Agree 
1. Is tailored to my body m  m  m  m  m  m  m  
2. Is not too tight or not too 
loose m  m  m  m  m  m  m  
3. Is not too short (long 
enough) or not too long m  m  m  m  m  m  m  
4. Is not too small or not too 
large m  m  m  m  m  m  m  
5. Shows my body shape 
without exposing too much of 
myself 
m  m  m  m  m  m  m  
6. Shows off my body parts in 
a good way m  m  m  m  m  m  m  
7. Does not show my body 
flaws such as stomach or 
belly 
m  m  m  m  m  m  m  
8. Is flattering on me m  m  m  m  m  m  m  
9. Looks good on me m  m  m  m  m  m  m  
10. Changes how my height 
looks in a positive way m  m  m  m  m  m  m  
11. Makes me look attractive m  m  m  m  m  m  m  
12. Changes how my weight 
looks in a positive way m  m  m  m  m  m  m  
13. To insure that you are 
thoroughly reading each 
question please check 
disagree 
m  m  m  m  m  m  m  
14. I can move and sit down 
in easily m  m  m  m  m  m  m  
15. I can move around in 
comfortably in every 
direction 
m  m  m  m  m  m  m  
16. Does not restrict my 
movement m  m  m  m  m  m  m  
17. Allows me to move my 
arms when I reach for m  m  m  m  m  m  m  
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something 
18. Helps me do daily 
activities more comfortably 
and easily 
m  m  m  m  m  m  m  
19. Makes me feel 
comfortable while wearing it m  m  m  m  m  m  m  
20. Does not constantly slip 
off while walking around m  m  m  m  m  m  m  
21. Does not constantly need 
to be pulled up m  m  m  m  m  m  m  
 
Please read the following statements and select ONE answer that indicates how you feel about 
your looks. 
 Never Rarely Seldom Sometimes Often Usually Always 
1. I like what I look like in pictures. m  m  m  m  m  m  m  
2. Other people consider me good 
looking. m  m  m  m  m  m  m  
3. I'm proud of my body. m  m  m  m  m  m  m  
4. I am preoccupied with trying to 
change my body weight. m  m  m  m  m  m  m  
5. I think my appearance would help 
me get a job. m  m  m  m  m  m  m  
6. I like what I see when I look in 
the mirror. m  m  m  m  m  m  m  
7. There are lots of things I'd change 
about my looks if I could. m  m  m  m  m  m  m  
8. I am satisfied with my weight. m  m  m  m  m  m  m  
9. I wish I looked better. m  m  m  m  m  m  m  
10. I really like what I weight. m  m  m  m  m  m  m  
11. I wish I looked like someone 
else. m  m  m  m  m  m  m  
12. Please select "seldom". m  m  m  m  m  m  m  
13. People my own age like my 
looks. m  m  m  m  m  m  m  
14. My looks upset me. m  m  m  m  m  m  m  
15. I'm as nice looking as most 
people. m  m  m  m  m  m  m  
16. I'm pretty happy about the way I 
look. m  m  m  m  m  m  m  
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17. I feel I weigh the right amount 
for my height. m  m  m  m  m  m  m  
18. I feel I ashamed of how I look. m  m  m  m  m  m  m  
19. Weighing myself depresses me. m  m  m  m  m  m  m  
20. My weight makes me unhappy. m  m  m  m  m  m  m  
21. My looks help me get dates. m  m  m  m  m  m  m  
22. I worry about the way I look. m  m  m  m  m  m  m  
23. I think I have a good body. m  m  m  m  m  m  m  
24. I'm looking as nice as I'd like to. m  m  m  m  m  m  m  
 
Please read the following statements and select ONE answer that best reflects your opinion. 
 Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neutral Somewhat 
Agree 
Agree Strongly 
Agree 
1. I have fit problems because 
of size inconsistency between 
brands. 
m  m  m  m  m  m  m  
2. I have fit problems because 
of size inconsistency within a 
brand. 
m  m  m  m  m  m  m  
3. I have fit problems because 
the apparel industry does not 
have a good fit system. 
m  m  m  m  m  m  m  
4. I have fit problems because 
apparel sold today is poorly 
made. 
m  m  m  m  m  m  m  
5. My fit problems are due to 
my body shape. m  m  m  m  m  m  m  
6. My fit problems are due to 
my body size. m  m  m  m  m  m  m  
7. My fit problems stem from 
my non-standard body. m  m  m  m  m  m  m  
8. My fit problems are 
because I am overweight or 
underweight. 
m  m  m  m  m  m  m  
9. My fit problems are 
because I am too tall or too 
short. 
m  m  m  m  m  m  m  
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1. For each question, select the statement whichever you agree with more. 
m a. Children get into trouble because their parents punish them too much. 
m b. The trouble with most children nowadays is that their parents are too easy with them. 
 
2. Select the statement whichever you agree with more. 
m a. Many of the unhappy things in people’s lives are partly due to bad luck. 
m b. People’s misfortunes result from the mistakes they make. 
 
3. Select the statement whichever you agree with more.  
m a. One of the major reasons why we have wars is because people don’t take enough interest 
in politics. 
m b. There will always be wars, no matter how hard people try to prevent them. 
 
4. Select the statement whichever you agree with more.  
m a. In the long run people get the respect they deserve in this world. 
m b. Unfortunately, an individual’s worth often passes unrecognized no matter how hard he 
tries. 
 
5. Select the statement whichever you agree with more.  
m a. The idea that teachers are unfair to students is nonsense. 
m b. Most students don’t realize the extent to which their grades are influenced by accidental 
happenings. 
 
6. Select the statement whichever you agree with more.  
m a. Without the right breaks one cannot be an effective leader. 
m b. Capable people who fail to become leaders have not taken advantage of their 
opportunities. 
 
7. Select the statement whichever you agree with more.  
m a. No matter how hard you try some people just don’t like you. 
m b. People who can’t get others to like them don’t understand how to get along with others. 
 
8. Select the statement whichever you agree with more.  
m a. Heredity plays the major role in determining one’s personality. 
m b. It is one’s experiences in life which determine what they’re like. 
 
9. Select the statement whichever you agree with more.  
m a. I have often found that what is going to happen will happen. 
m b. Trusting to fate has never turned out as well for me as making a decision to take a definite 
course of action. 
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10. Select the statement whichever you agree with more.  
m a. In the case of the well prepared student there is rarely if ever such a thing as an unfair test. 
m b. Many times exam questions tend to be so unrelated to course work that studying is really 
useless. 
 
11. Select the statement whichever you agree with more.  
m a. Becoming a success is a matter of hard work, luck has little or nothing to do with it. 
m b. Getting a good job depends mainly on being in the right place at the right time. 
 
12. Select the statement whichever you agree with more.  
m a. The average citizen can have an influence in government decisions. 
m b. This world is run by the few people in power, and there is not much the little guy can do 
about it. 
 
13. Select the statement whichever you agree with more.  
m a. When I make plans, I am almost certain that I can make them work. 
m b. It is not always wise to plan too far ahead because many things turn out to be a matter of 
good or bad fortune anyhow. 
 
14. Select the statement whichever you agree with more.  
m a. There are certain people who are just no good. 
m b. There is some good in everybody. 
 
LC15 15. Select the statement whichever you agree with more.  
m a. In my case getting what I want has little or nothing to do with luck. 
m b. Many times we might just as well decide what to do by flipping a coin. 
 
16. Select the statement whichever you agree with more.  
m a. Who gets to be the boss often depends on who was lucky enough to be in the right place 
first. 
m b. Getting people to do the right thing depends upon ability, luck has little or nothing to do 
with it. 
 
17. Select the statement whichever you agree with more.  
m a. As far as world affairs are concerned, most of us are the victims of forces we can neither 
understand, nor control. 
m b. By taking an active part in political and social affairs, people can control world events. 
 
18. Select the statement whichever you agree with more.  
m a. Most people don’t realize the extent to which their lives are controlled by accidental 
happenings. 
m b. There really is no such thing as “luck.” 
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19. Select the statement whichever you agree with more.  
m a. One should always be willing to admit mistakes. 
m b. It is usually best to cover up one’s mistakes. 
 
20. Select the statement whichever you agree with more.  
m a. It is hard to know whether or not a person really likes you. 
m b. How many friends you have depends upon how nice a person you are. 
 
21. Select the statement whichever you agree with more.  
m a. In the long run the bad things that happen to us are balanced by the good ones. 
m b. Most misfortunes are the result of lack of ability, ignorance, laziness, or all three. 
 
22. Select the statement whichever you agree with more.  
m a. With enough effort we can wipe out political corruption. 
m b. It is difficult for people to have much control over the things politicians do in office. 
 
23. Select the statement whichever you agree with more.  
m a. Sometimes I can’t understand how teachers arrive at the grades they give. 
m b. There is a direct connection between how hard I study and the grades I get. 
 
24. Select the statement whichever you agree with more.  
m a. A good leader expects people to decide for themselves what they should do. 
m b. A good leader makes it clear to everybody what their jobs are. 
 
25. Select the statement whichever you agree with more.  
m a. Many times I feel that I have little influence over the things that happen to me. 
m b. It is impossible for me to believe that chance or luck plays an important role in my life. 
 
26. Select the statement whichever you agree with more.  
m a. People are lonely because they don’t try to be friendly. 
m b. There’s not much use in trying too hard to please people, if they like you, they like you. 
 
27. Select the statement whichever you agree with more.  
m a. There is too much emphasis on athletics in high school. 
m b. Team sports are an excellent way to build character. 
 
28. Select the statement whichever you agree with more.  
m a. What happens to me is my own doing. 
m b. Sometimes I feel that I don’t have enough control over the direction my life is taking. 
 
  
207 
29. Select the statement whichever you agree with more.  
m a. Most of the time I can’t understand why politicians behave the way they do. 
m b. In the long run the people are responsible for bad government on a national as well as on a 
local level. 
 
Please pretend that you are online shopping for a shirt/blouse. Please browse the webpage below 
and look at the information provided on the webpage. For the product, a lighter color version is 
shown to help you see the details. Three other colors are available for this product. Assume that 
all sizes and all colors are available.  
 
If you are ready to answer the questions, please move to next page.  
 
One of the online consumer reviews from the webpage you saw is provided below to refresh 
your memory.  
 
"It fits amazingly well. It's big enough in the arms (which I sometimes have a problem with this 
no-stretch material) and long enough that it covers my not-so-small backside. Also, it was flowy 
without looking so big."  
 
Please carefully read the review above and select ONE answer that best describes your opinions 
for each question.  
 Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neutral Somewhat 
Agree 
Agree Strongly 
Agree 
The fit information in 
the online consumer 
review is negative 
m  m  m  m  m  m  m  
I think the review that I 
read is factual m  m  m  m  m  m  m  
I think the review that I 
read is accurate m  m  m  m  m  m  m  
I think the review that I 
read is credible. m  m  m  m  m  m  m  
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Please read the following statements about the review and select ONE circle for each line that 
best reflects your opinion. For example, the closer the circle you select is to the word "Very 
certain," the more certain you are.  
 
Based on the review, how certain would you be about your decision to buy (or not to buy) the 
garment?  
 1 2 3 4 5 6 7  
Not at all 
certain m  m  m  m  m  m  m  
Very 
certain 
 
 
Based on the review, how sure would you be about your decision to buy (or not to buy) the 
garment?  
 1 2 3 4 5 6 7  
Not at all 
sure m  m  m  m  m  m  m  Very sure 
 
 
Based on the review, how confident would you be about your decision to purchase (or not to 
purchase) the garment?  
 1 2 3 4 5 6 7  
Not at all 
confident m  m  m  m  m  m  m  
Very 
confident 
 
 
Please read the following statements about the review and select ONE circle for each line that 
best reflects your opinion. Please describe your overall feelings about the review you just saw:   
 1 2 3 4 5 6 7  
Dislike m  m  m  m  m  m  m  Like 
Negative m  m  m  m  m  m  m  Positive 
Unfavorable m  m  m  m  m  m  m  Favorable 
Bad m  m  m  m  m  m  m  Good 
 
 
The following is the second online consumer review from the webpage you saw. It is provided to 
refresh your memory.  
 
"It doesn't fit well. It's extremely long - the back of the tunic hits the back of my knees. I looked 
bigger when I wore this blouse, and the cut is low on the breast. Expect the V to lay between 
your breasts, showing a lot."  
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Please carefully read the review above and select ONE answer that best describes your opinions 
for each question.  
 Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neutral Somewhat 
Agree 
Agree Strongly 
Agree 
The fit information in 
the online consumer 
review is negative 
m  m  m  m  m  m  m  
I think the review that I 
read is factual m  m  m  m  m  m  m  
I think the review that I 
read is accurate m  m  m  m  m  m  m  
I think the review that I 
read is credible. m  m  m  m  m  m  m  
 
 
Please read the following statements about the review and select ONE circle for each line that 
best reflects your opinion. For example, the closer the circle you select is to the word "Very 
certain," the more certain you are.  
 
Based on the review, how certain would you be about your decision to buy (or not to buy) the 
garment?  
 1 2 3 4 5 6 7  
Not at all 
certain m  m  m  m  m  m  m  
Very 
certain 
 
 
Based on the review, how sure would you be about your decision to buy (or not to buy) the 
garment?  
 1 2 3 4 5 6 7  
Not at all 
sure m  m  m  m  m  m  m  Very sure 
 
 
Based on the review, how confident would you be about your decision to purchase (or not to 
purchase) the garment?  
 1 2 3 4 5 6 7  
Not at all 
confident m  m  m  m  m  m  m  
Very 
confident 
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Please read the following statements about the review and select ONE circle for each line that 
best reflects your opinion. Please describe your overall feelings about the review you just saw:   
 1 2 3 4 5 6 7  
Dislike m  m  m  m  m  m  m  Like 
Negative m  m  m  m  m  m  m  Positive 
Unfavorable m  m  m  m  m  m  m  Favorable 
Bad m  m  m  m  m  m  m  Good 
 
Now, please carefully browse the webpage again, and browse product information and online 
reviews.  
 
Please read the following statements and select ONE answer that best reflects your opinion.  
 Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neutral Somewhat 
Agree 
Agree Strongly 
Agree 
I think the overall 
product information 
shown on the website 
is factual 
m  m  m  m  m  m  m  
I think the overall 
product information 
shown on the website 
is accurate 
m  m  m  m  m  m  m  
I think the overall 
product information 
shown on the website 
is credible. 
m  m  m  m  m  m  m  
 
Please read the following statements and select ONE circle for each line that best reflects your 
opinion. For example, the closer the circle you select is to the word "Very certain," the more 
certain you think the overall product information shown on the website is.  
 
Based on the information shown on the website, how certain would you be about your decision 
to buy (or not to buy) the garment?  
 1 2 3 4 5 6 7  
Not at all 
certain m  m  m  m  m  m  m  
Very 
certain 
 
Based on the information shown on the website, how sure would you be about your decision to 
buy (or not to buy) the garment?  
 1 2 3 4 5 6 7  
Not at all 
sure m  m  m  m  m  m  m  Very sure 
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Based on the information shown on the website, how confident would you be about your 
decision to purchase (or not to purchase) the garment?  
 1 2 3 4 5 6 7  
Not at all 
confident m  m  m  m  m  m  m  
Very 
confident 
 
Please read the following statements about the online retailer and select ONE circle for each line 
that best reflects your opinion. Please describe your overall feelings about the online retailer 
presented in the web page you just saw:   
 1 2 3 4 5 6 7  
Bad m  m  m  m  m  m  m  Good 
Unappealing m  m  m  m  m  m  m  Appealing 
Unpleasant m  m  m  m  m  m  m  Pleasant 
Unfavorable m  m  m  m  m  m  m  Favorable 
Unlikable m  m  m  m  m  m  m  Likable 
 
 
Please read the following statements and select ONE answer that best reflects your opinion.  
 Very 
unlikely 
Unlikely Somewhat 
unlikely 
Neutral Somewhat 
likely 
Likely Very 
likely 
How likely would you be 
to shop with this online 
retailer within the next 
year? 
m  m  m  m  m  m  m  
How likely would you be 
to actually purchase 
clothing items from the 
online retailer that you saw 
today? 
m  m  m  m  m  m  m  
How likely would you be 
to buy apparel from this 
online retailer in the future, 
if you found something 
you like? 
m  m  m  m  m  m  m  
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Please read the following statements and select ONE circle for each line that best reflects your 
opinion. The blouse/shirt you just saw is _______ :   
 
 1 2 3 4 5 6 7  
Not attractive m  m  m  m  m  m  m  Attractive 
Not fashionable m  m  m  m  m  m  m  Fashionable 
Not likable m  m  m  m  m  m  m  Likable 
 
 
Please pretend that you are online shopping for a shirt/blouse. Please browse the webpage below 
and look at the information provided on the webpage. For the product, a lighter color version is 
shown to help you see the details. Three other colors are available for this product. Assume that 
all sizes and all colors are available.  
 
If you are ready to answer the questions, please move to next page.  
 
Now, please carefully browse the webpage again, and browse product information.  
 
Please read the following statements and select ONE answer that best reflects your opinion.  
 Strongly 
Disagree 
Disagree Somewhat 
Disagree 
Neutral Somewhat 
Agree 
Agree Strongly 
Agree 
I think the overall 
product information 
shown on the website is 
factual 
m  m  m  m  m  m  m  
I think the overall 
product information 
shown on the website is 
accurate 
m  m  m  m  m  m  m  
I think the overall 
product information 
shown on the website is 
credible. 
m  m  m  m  m  m  m  
 
Please read the following statements and select ONE circle for each line that best reflects your 
opinion. For example, the closer the circle you select is to the word "Very certain," the more 
certain you think the overall product information shown on the website is.  
 
Based on the information shown on the website, how certain would you be about your decision 
to buy (or not to buy) the garment?  
 1 2 3 4 5 6 7  
Not at all 
certain m  m  m  m  m  m  m  
Very 
certain 
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Based on the information shown on the website, how sure would you be about your decision to 
buy (or not to buy) the garment?  
 1 2 3 4 5 6 7  
Not at all 
sure m  m  m  m  m  m  m  Very sure 
 
Based on the information shown on the website, how confident would you be about your 
decision to purchase (or not to purchase) the garment?  
 1 2 3 4 5 6 7  
Not at all 
confident m  m  m  m  m  m  m  
Very 
confident 
 
Please read the following statements about the online retailer and select ONE circle for each line 
that best reflects your opinion. Please describe your overall feelings about the online retailer 
presented in the web page you just saw:   
 1 2 3 4 5 6 7  
Bad m  m  m  m  m  m  m  Good 
Unappealing m  m  m  m  m  m  m  Appealing 
Unpleasant m  m  m  m  m  m  m  Pleasant 
Unfavorable m  m  m  m  m  m  m  Favorable 
Unlikable m  m  m  m  m  m  m  Likable 
 
Please read the following statements and select ONE answer that best reflects your opinion.  
 Very 
unlikely 
Unikely Somewhat 
unlikely 
Neutral Somewhat 
likely 
Likely Very 
likely 
How likely would you be to 
shop with this online retailer 
within the next year? 
m  m  m  m  m  m  m  
How likely would you be to 
actually purchase clothing 
items from the online retailer 
that you saw today? 
m  m  m  m  m  m  m  
How likely would you be to 
buy apparel from this online 
retailer in the future, if you 
found something you like? 
m  m  m  m  m  m  m  
 
Please read the following statements and select ONE circle for each line that best reflects your 
opinion. The blouse/shirt you just saw is _______ :   
 1 2 3 4 5 6 7  
Not attractive m  m  m  m  m  m  m  Attractive 
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Not fashionable m  m  m  m  m  m  m  Fashionable 
Not likable m  m  m  m  m  m  m  Likable 
 
What is your height? (___ feet ___ inches or ____ cm)  
 
What is your weight? (___ lbs or ___ kg)  
 
What is your ethnicity? Please check all that apply to you.  
q Native American 
q Black or African-American 
q Asian or Asian American 
q Hispanic or Latino 
q Native Hawaiian or Pacific Islander 
q White or European American 
q Other (Please specify) ____________________ 
 
What is your education level? 
m High school diploma 
m Associate's degree 
m Bachelor's degree 
m Master's degree or professional degree (e.g., MD, PhD) 
m Other (Please specify) ____________________ 
 
What is your family’s average household income? 
m 0-$9,999 
m $10,000-19,999 
m $20,000-39,999 
m $40,000-59,999 
m $60,000-79,999 
m $80,000-99,999 
m $100,000-119,999 
m $120,000-139,999 
m $140,000-159,999 
m $160,000-179,999 
m $180,000-199,999 
m Above $200,000 
 
Definition of clothing products: Clothing products include tops/shirts, sweaters, dresses (only for 
female), skirts (only for female), jeans, pants/shorts, jackets, outdoor wear jackets and coats, 
suits, and underwear. Shoes and accessories are not included in clothing products. How often do 
you shop for clothing products in stores? 
m Almost every day 
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m More than once a week 
m Every week 
m Every month 
m Every two or three months 
m Twice or three times a year 
m Once a year 
m Never 
m Other. Please describe: ____________________ 
 
How often do you shop for clothing products online? 
m Almost every day 
m More than once a week 
m Every week 
m Every month 
m Every two or three months 
m Twice or three times a year 
m Once a year 
m Never 
m Other. Please describe: ____________________ 
 
Please read the following statements and select ONE answer that best reflects your opinion. If 
you shop for clothing online, which clothing categories do you often shop for online? 
 Never Rarely Seldom Sometimes Often Usually Always 
1. Tops and shirts m  m  m  m  m  m  m  
2. Sweaters m  m  m  m  m  m  m  
3. Dresses m  m  m  m  m  m  m  
4. Skirts m  m  m  m  m  m  m  
5. Jeans m  m  m  m  m  m  m  
6. Pants/Shorts m  m  m  m  m  m  m  
7. Jackets m  m  m  m  m  m  m  
8. Outdoor wear jackets 
and coats m  m  m  m  m  m  m  
9. Underwear m  m  m  m  m  m  m  
10. Suits m  m  m  m  m  m  m  
11. Others (Please 
specify which clothing 
category) 
m  m  m  m  m  m  m  
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Please read the following statements and select ONE answer that best reflects your opinion. If 
you shop for clothing online, which clothing category do you often pay attention to fit 
information in online consumer reviews? 
 Never Rarely Seldom Sometimes Often Usually Always 
1. Tops and shirts m  m  m  m  m  m  m  
2. Sweaters m  m  m  m  m  m  m  
3. Dresses m  m  m  m  m  m  m  
4. Skirts m  m  m  m  m  m  m  
5. Jeans m  m  m  m  m  m  m  
6. Pants/Shorts m  m  m  m  m  m  m  
7. Jackets m  m  m  m  m  m  m  
8. Outdoor wear jackets 
and coats m  m  m  m  m  m  m  
9. Underwear m  m  m  m  m  m  m  
10. Suits m  m  m  m  m  m  m  
11. Others (Please 
specify which clothing 
category) 
m  m  m  m  m  m  m  
 
Spend How much do you spend on clothing per year? 
m Less than $100 
m $100-499 
m $500-999 
m $1,000-1,499 
m $1,500-1,999 
m $2,000-2,499 
m $2,500-2,999 
m $3,000-3,499 
m $3,500-3,999 
m $4,000-4,499 
m $4,500-4,999 
m over $5,000 _____ 
 
 
 
